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The Greatest Purchasing Power The World Has Ever Known 
Appreciatively Envisions The Scope And Service 
Experienced By Use Of Thomas Register 


For many years Uncle Sam has given Thomas Register a Contract at regular subscription rates... 
(exclusive in its field)... for one or more copies of each edition for substantially every important government 
procurement office. It has also forwarded T.R. to all Consulates and other important government trade 
agencies throughout the world. Over 1200 copies of the current 1951 edition to U.S. Government alone. 


Yet, this vast purchasing potentia: uses only a fraction of the total T.R. edition, 95% of which is 
subscribed to and paid for by important private industry — representing, in addition to the enormous 
government buying, more than 60% of the total industrial purchasing power of all U.S. private industry. 


THOMAS REGISTER 


The Encyclopedic Buying Guide 


THOMAS PUBLISING COMPANY 


461 EIGHTH AVE... NEW Y O'S. 7, Me -¥s 
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“MONTH AFTER MONTH HP&AC PROVIDES 
MORE INFORMATION 
PERTINENT 10 ITS READERS’ JOBS 


THAN ANY OTHER PUBLICATION ”” 


IN 1952 


271 PAGES ON INDUSTRIAL AND LARGE BUILDING AIR CONDITIONING 
152 PAGES ON INDUSTRIAL PIPING 
201 PAGES ON INDUSTRIAL AND LARGE BUILDING HEATING 


1953 


HP&AC will continue to serve, with outstanding editorial coverage, consult- 
ing engineers, plant and building engineers, heating, piping and air con- 
ditioning contractors. That is why, if you have a product to sell in any phase 
of this industrial, commercial, institutional and public building field, HP&AC 





merits an important place on your 1953 advertising program. _ 





KEENEY PUBLISHING COMPANY ~+ 6 N. MICHIGAN AVE. + CHICAGO 2 


NEW YORK: 1734 Grand Central Terminal CLEVELAND MEIGHTS: 3734 Woodridge Rd. LOS ANGELES: 672 S. lofayette Park Place 


AIR CONDITIONING HEADQUARTERS 


HP&AC carries monthly 
The Journal of The American - 
Society of Heating 

and Ventilating Engineers 
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For contents of previous issues of Industrial Marketing, consult the Industrial Arts Index in the library. 


G. D. Crain Jr., Publisher 
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® Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


Agencies standardize invoices; 
why not publishers, too? 


® TO THE EDITOR . . Here is some- 
thing for which you can crusade: 
Publishers should standardize in- 
formation on their invoices in the 
same way that agencies have been 
made to standardize on insertion or- 
ders. We have just had unneces- 
sary work, including writing two 
checks, because Ice Cream Field did 
not deem it necessary to print on 
Cash 
The publisher neglecting this has 


their invoice No Discount. 
to our notion an ulterior motive . . 
and you can bet we told him so. 

It behooves everyone to assist cus- 
tomer and clients as much as pos- 
sible in handling necessary detail. 
We do not get two statements from 
publishers which resemble each oth- 
er in size, arrangement or informa- 
tion. I think publishers should be as 
interested in helping the agency as 
they are insistent on the agency 
helping them 

LOUIS A. BRANDENBURG 

Louis A. Brandenburg, Ad- 


vertising, Tulsa 


Leave cheese-cake where it 
belongs . . at model agencies 


® TO THE EDITOR . . Under the head- 
ing, “Should cheese-cake be used at 
trade show exhibits?” (IM, Oct., p 
22) I would like to say this: 

I read your article with a great 
deal of delight, and I have been 
often asked the same question in 
my position of president of one of 
the largest and oldest display firms 

and here is my answer and feel- 
ings 

Why use an attractive girl to as- 
sist with the “come-on.” You, as 
a rule, overlook the real selling job 


and leave it to the girl. When she 
is away from the booth the attrac- 
tion and sparkle is gone and the 
time that was spent in distracting 
people from other booths, has now 
possibly gone back to these booths 
because of some more attractive 
gimmick in your competitors’ ex- 
hibit. 

Take it from me, better returns 
will be accomplished if you leave 
the cheese-cake where it belongs. . 
at the modeling agencies. 

WILLIAM J. SCHAR 

President, General Exhibits, 

Philadelphia. 


Wants to save money 


® TO THE EDITOR . . You carried a 
note in your October issue, page 110, 
about a new booklet on economical 
methods of advertising production 
entitled “15 Ways to Save You 
Money.” 

I will appreciate it very much if 
you can give me the address where 
this booklet may be obtained. 

J. ARLEN MARSH 

Joseph R. Gerber Co., Adver- 


tising, Cleveland 


[Printing Industries Association of 

Los Angeles, 2659 W. Olympic St., 

Los Angeles, can take care of you 
. Ep.] 


Do salesmen like newsletters? 
client wants to know 


® TO THE EDITOR... We are currently 
considering the possibility of pro- 
ducing a monthly newsletter for the 
sales force of one of our clients, 
said letter to include not only notes 
of recent accomplishments and de- 
velopments in the various branch 
offices, but also squibs about new 








ELECTRICAL ENGINEERING will hold the line 


— Page Rates <— 
Will Not Be Raised 


ELECTRICAL ENGINEERING has always maintained a policy of consistently being the first to publish 
authoritative and complete electrical data covering important discoveries, and the latest developments 
in engineering practice. 

Maintaining this same forward-looking and conservative policy, we will not raise space rates under 
present conditions. 

During our 68 years of publication, ELECTRICAL ENGINEERING has always maintained the highest 
business and editorial policies, enabling it to produce a circulation of more than 50,000 directed to men 
actively intimate with all phases of electrical developments and utilization. ELECTRICAL ENGINEERING 
covers every electrical application throughout the various industries. The remarkable growth of the elec- 
trical industry is due largely to the collective efforts of ELECTRICAL ENGINEERING readers and, because 
they are responsible for continuing industry's technical progress, the opinions of these engineers are 
important factors when buying decisions are to be made. 

ELECTRICAL ENGINEERING is geared to do a big selling job for you, and, in keeping with our high 
standards, we will hold the line at $350 page rate, (12-Time, Black and White). 

ELECTRICAL ENGINEERING will present your story directly to the men who specify what to buy and 
where to buy it—offering the largest circulation in the electrical field at the lowest cost page rate per 1000. 


First In Readership Preference & 


Gown Electrical Engineering | 


in the Official Publication of the American Institute of Electrical Engineers, Cost Page 


Publications Department Rate Per 
SUITE 7-8, Lower Level 


wee 500 FIFTH AVENUE NEW YORK 36, N. Y. 


Electrical 
Thousand 
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You'll find them reading 

American Aviation along 

with men in production, 

maintenance, Operations, 

and management because it 

keeps them informed about 

their own industry. 

ABC circulation June 30, 1952 Wayne W. Parrish, Editor and Publisher 
17,244 ° pine A o — 

° ft! irline Guide 
44.2% first 6 months onwny , 
- *% : ¢ Semi-Annual Directory 
Advertising UP 164 addi- * Daily Traffic News 


tional pages thus far in 1952 1025 Vermont Ave., N.W., Washington, 0.C. 


Advertising Offices 


La Guardia Airport, New York City 
& Phone: ILlinois 7-4100 


developments in the field in which 
the client specializes. 

In this connection we should like 
to inquire whether INDUSTRIAL MAR- 
KETING has ever studied this subject 
and published articles dealing with 
the findings. We are particularly 
interested to know what sort of 
newsletter has been found to be 
most appealing and most helpful to 
salesmen, and what sort they would 
like to see coming across their 
desks. Also, we would want to know 
of any cases in which the entire 
newsletter idea had proved to be 
of little or no value. We feel that 
this would be a real service, but 
the client is skeptical, and has asked 
us to line up some substantial ar- 
guments for the idea. 

Thank you for whatever attention 
you may be able to give to this lat- 
est problem. If there have been 
articles done, we would like very 
much to have tearsheets or reprints, 
for our back file of INDUSTRIAL MAR- 
KETING only cover the most recent 
12-months’ span. 

NANCY B. FOGG 

Research librarian, Lavenson 

Bureau of Advertising, Phila- 

delphia 


[Buckeye Tools Corp., Dayton, has 
used such a letter with good suc- 
cess. (IM, Sept., p. 112.) If any IM 
readers can report results from a 
similar idea, we'd like to hear 
about it .. ED.] 


Needs two copies of article 
on manufacturers’ agents 
® TO THE EDITOR . . Will you kindly 
send me two copies of the article 
entitled “How to Know When to 
Use Manufacturers’ Agents” by 
Thomas A. Staudt, from the October 
issue of IM? 
R. C. AYERS 
Sales manager, R-S Products 
Corp., Philadelphia 


[Reprints of Mr. Staudt’s article are 
now available, 50¢ each. . . ED.] 


Needs market research 


material for past two years 
® TO THE EDITOR . . We would be 


very appreciative if you could loan 
or sell us a back issue of INDUSTRIAL 


MARKETING, May, 1950, or a reprint 


2d on page 











national publication for 


equipment distributors 


When it comes to real performance for the all-important equipment 
dealers, what publication can match the service rendered by CONTRAC- 
TORS AND ENGINEERS* in editorial and advertising columns alike? 

Distributor Doings is a well-established feature, combining occasional 





major articles with newsworthy dealer items on personnel or account 
changes, branch office openings, ete. 

More manufacturers than ever before are interested in 7x10 or 
larger display ads with full dealer listings in the surrounding columns on 
our king-size page. 


Once again CONTRACTORS AND: ENGINEERS will be much in evi- 
dence at the Associated Equipment Distributors Convention in Chicago 
February 1-5— with a shortened name and with a number of changes inside. 
all designed to increase readability and usefulness. Our March issue will 
carry a report on the convention and the official photograph of the opening 
luncheon meeting. 

Be sure your 1953 schedule includes the March issue of C&E— the 
NEWS magazine of the contruction industry. 


Write or wire for further information. 
*“New name effective with the January issue. 


Contractors ..~ Engineers 


470 Fourth Avenue, New York 16,N. Y. © Murray Hill 5-9252 
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Out of 1,204 
Leading Metalworking Piants .... 


83% Said 
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In analyzing the results of a recent survey we found that, as far as subscription 
salesmen for technical magazines are concerned, 1,002 out of 1,204 leading metal- 
working plants said “No Admittance At Any Time.” 

This means that a publication with an all-paid circulation must depend on direct 
mail to sell the key executives in these plants. If they cannot be reached by this 
method, circulation among these important buyers will be spotty just where it should 
be most complete. 

Furthermore, many of these executives do not see salesmen for materials, tools 
and equipment, although they are important members of the plant buying com- 
mittee. 

How to reach these inaccessible buyers? MACHINERY has solved the prob- 
lem with a combination of paid circulation and Directed Distribution — 80% paid, 
20% Directed — that assures thorough coverage of the buyers who might other- 
wise be missed. 

All of the men who receive Directed copies are known to be important buying 
influences, and each must request continuance of this service at six-month intervals 
(twice as often as the average paid subscriber renews his subscription). In response 
to our latest check we obtained a “renewal request” from this group of highly placed 
executives of 95.4%. 





This combination of paid and Directed Distribution gives advertisers two im- 
portant advantages: a circulation that has flexibility to meet rapid changes in buy- 
ing power patterns, state by state, city by city, and even plant by plant; a circulation 
that has penetration to reach more thoroughly the inaccessible members of the plant 
buying committee. When you are selling to a market as large, as varied and as 
active as metalworking, you need MACHINERY to get these qualities that assure 
reaching the real buyers. The Industrial Press, 148 Lafayette Street, New York 13, 
Nix. 


Production in the Manufacture of Metal Products 
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Is Our Heating System 
Adaptable to Summer Cooling? 


Front 


rtising 


Attractive Store 


Is Outdoor Adve 


....and Many Other 
Reader -Interest 


Features 


In addition to these sales-stimulat- 
ing articles, every issue of 
The ARTISAN carries News 
Round-Up, Washington Letter, 
New Literature, Equipment 
Developments, Associa- 
tion Activities, and 


other Industry News. 





to Readers. . 


| Helps KEY Dealers Sell MORE 


Warm Air Heating, Residential 
Air Conditioning, Sheet Metal 


... + Powerful Support from the Editorial Pages 
of This Field-Leading Publication 


Each month The ARTISAN helps its subscribers 
sell MORE warm air heating equipment and acces- 
sories, MORE residential air conditioning installations, 
MORE sheet metal jobs. 


Yes, if you’re in this great market, your sales 
department gets powerful and sustained support from 
the editors of AMERICAN ARTISAN. 


Witness across the page a few articles from 
one recent issue .. . typical of what AMERICAN 


ARTISAN provides its dealer, contractor and whole- 


saler subscribers in EVERY issue. Next year, as in 
every year since 1864, The ARTISAN's editorial content 
will help ARTISAN readers expand their markets, 


handle their work more efficiently. 


Use liberal space in The ARTISAN in 1953, 
and thus tie in your advertising with our long estab- 
lished editorial policy of continually presenting ways 


in which ARTISAN readers can increase their sales. 


Prosperous sales outlets invariably mean 


MORE business for you. 


KEENEY PUBLISHING COMPANY + 6 N. MICHIGAN AVE. - CHICAGO 2 


NEW YORK: 1734 Grand Central Terminal 


CLEVELAND HEIGHTS: 3734 Woodridge Rd. 


LOS ANGELES: 672 S. LaFayette Park Place 


AIR CONDITIONING HEADQUARTERS 


KEY, 
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AMERICAN ARTISAN reaches 
throughout the country KEY 
dealers and KEY contractors 
who handle the bulk of all 
warm air heating, residential 
oir conditioning and sheet 
metal business . . . all PAID 
subscribers who buy AMERICAN 
ARTISAN to keep informed on 
how fo operate more profitably. 


in Advertising Volume... 
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Strongly believing in 
January-to-July space selling, we have 
been hard at work with research 
into the Original Equipment Market. 

In January, your 
PRODUCT DESIGN & DEVELOPMENT 
representative will have for you 
the results of this continuing research. 

| believe our findings 
concerning the kind of information 
Product Designers want...and 


how they are getting it...will be 


of great help and use in your efforts 


to advertise and sell 
component parts & materials 


to the Original Equipment Market. 


SPATS 


Coeeeeeeeeeeeeeeeeeeeeee 


Letters to the editor 





of the article “Organizing and Man- 
aging Industrial Market Research” 
which appeared then. 

We have recently renewed our 
subscription to IM, but as we have 
been off your mailing list for some 
time, perhaps you could also advise 
us of other articles that have ap- 
peared on this subject in the past 
two years. 

T. W. H. STODDART 

Commercial Research Engi- 

neer, Rogers Majestic Elec- 

tronics, Ltd., Toronto 


[Articles, tear sheets sent. And 
welcome back . . Ep.] 


Chucking machine works 
in clutch, but not vice versa 


® TO THE EDITOR . . I felt quite flat- 
tered by your letter of Oct. 15 tell- 
ing of the favorable mention given 
one of our advertisements by “Copy 
Chasers.” 

But I don’t know how our Single 
Spindle Automatic Chucking Ma- 
chine felt when it saw itself referred 
to in INDUSTRIAL MARKETING as a 
“Clutching” machine. You see that 
isn’t a term that can be used lightly 
around Cleveland. On more than 
one occasion our Indians have been 
accused of choking up in the clutch 

. especially with a pennant within 
their grasp . . and the 1-AC just 
isn’t in that class. 

Seriously though, both this com- 
pany and myself were delighted 
with the honor, and I can truth- 
fully say that your certificate is 
one of the nicest I have seen. There 
already is a spot reserved on my 
office wall. I'll be proud to display 
it there when it is framed. 

J. E. CRAIG 

Advertising manager, Warner 

& Swasey Co., Cleveland 


‘Canadian Advertising’ gives 
complete media data 


® TO THE EDITOR . . On page 12 of 
your September issue there is re- 
produced an inquiry letter from Mr. 
Andresen of the Carborundum Co., 
Niagara Falls, N. Y. Mr. Andresen 


continued on page 171 











There are many reasons why... 


THE NO. J PUBLICATION 
IN THE WELDING FIELD 


continues fo be... 


IT DIRECTS YOUR ADVERTISING 
TO THE MEN YOUR SALESMEN 
MUST SEE TO SELL 


FIRST in Circulation and Buyer Coverage 


Through the proven, accurate verification method of Fran- 
chise Circulation, INDUSTRY AND WELDING reaches 
over 32,000 readers that have been identified and certified 
as having large, continuous welding and cutting needs. 
The circulation of INDUSTRY AND WELDING is 
almost twice the circulation of the second book—more 
than three times that of the third book—in the field. 
The KOVER-ALL QUARTERLY EDITION, a rotogra- 
vure pictorial with fast moving editorial coverage, reaches 
an additional 102,000 readers that have been certified as 
having welding and cutting needs on a smaller or less 
frequent basis. 

Thus, this one publication gives complete coverage of 
the entire welding market—at the lowest cost of any 
magazine in the field! 


FIRST in Advertising 


INDUSTRY AND WELDING carries more pages of 
advertising from more advertisers than any other maga- 
zine in the welding market. For the first 6 months of 
1952 alone, 26% more advertising was used in INDUS- 
TRY AND WELDING than in the next magazine in 
the field. 


FIRST in Results 

The record number of inquiries month after month, 
proves that advertising in INDUSTRY AND WELDING 
is read and acted upon by almost twice as many active 
buyers in the leading plants, as any other publication 
in the field. 


FIRST in Editorial Leadership 


INDUSTRY AND WELDING is the only welding 
magazine to receive an Industrial Marketing Award for 
Editorial Excellence. A competent staff headed by a 
nationally recognized authority on welding problems, 
covers the problems, trends, techniques, processes and 
new products of the welding field in a “down to earth 
manner” tailored to the needs and interests of the user. 


ON REACHING 
LY PUBLICATI 
ae THIS FIELD THROUGH 


FRANCHISE CIRCULATION 


* (See Pages 60-61) 


66 carefully selected distributors of welding equipment 
in 83 marketing areas covering the country are franchised 
to make ‘“‘on-the-spot” evaluations of the buyers in their 
territories. Because these distributors make their living 
by constantly calling on plants in their territories, they 
know better than anyone else who the active buyers are. 
They know also the men with the buying authority in 
each plant and aware immediately of any changes in plant, 
personnel or needs. These distributors PAY $1.44 a year 
for subscriptions to INDUSTRY AND WELDING to be 
sent to these active buyers—their best prospects. 


By capitalizing on the “ground-floor” knowledge of dis- 
tributors and their ability to make accurate daily verifi- 
cations, INDUSTRY AND WELDING goes only to the 
most active prospects in the welding field—prospects who 
are DAILY certified as active buyers. Thus, INDUSTRY 
AND WELDING has become the most realistic, effective, 
and lowest -costing sales tool ever developed for this market. 


See pages 60-61 for complete story on FRANCHISE CIRCULATION 


MEMBER 
C.C.A. 


INDUSTRY & WELDING 


A Division of Industrial Publishing Company 


1240 ONTARIO STREET 


CLEVELAND 13, OHIO 
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CHECK LIST 


of every 
industrial marketer's 
basic 
catalog needs 


design 

to provide the specialized in- 
formation needed by buyers 
in specific market groups, 
make this information easy 
to find, and prompt the de 
sired buying action 


[_] production 
to meet quality standards at 


reasonable costs. 


market coverage 
to reach all important poten 
tial buyers, to the point of 


diminishing returns 


[] accessibility 
to capitalize buying interest 


immediately 


[_] coordination 
to improve performance of 
the catalog, along with that 
of advertising and personal 
selling, in an over-all mar 


keting plan 


Help on any one or on all of these cat- 
alog needs can be supplied by Sweet's 
design, production and distribution 
services 


there's more to 


good catalog 
(les | oT than just good layout 


Long before you begin to think about layout, you have to study your 
prospects’ information needs and determine what should go into your 
catalog. That’s where catalog design really starts, because format can 
never offset the shortcomings of inadequate contents. 

It will help you to ask yourself such questions as: What kind of 
prospects will use this catalog? Which of my products do they buy? 
How do they use them? What do I want a prospect to do after he con- 
sults this catalog? 

Then, through your answers, you begin to see your catalog in action, 
doing the job you expect of it-helping buyers to buy from you. You 
won't be satisfied to make your catalog a mere ‘‘enumeration of items.’? 
You will be sure that it interprets your products in terms of your pros- 
pects’ needs— also that it tells how to take the next buying step. 

If you have different groups of prospects with different needs, you 
will consider the advantage of designing specialized catalogs— one for 
each group. A good many industrial marketers have found this plan 
both effective and economical. 

Good catalog design contemplates first, a definite objective, then 
planning each step toward that objective. This is the basis of Sweet’s 
approach to its clients’ catalog design problems. 


Sweet's Catalog Service 


designers, producers and distributors of ers’ market-sp g 
DIVISION OF F. W. DODGE CORPORATION 
119 WEST 40TH STREET, NEW YORK 18, NEW YORK 


Boston Buffalo Chicago 





Cincinnati Cleveland Detroit LosAngeles Philadelphia Pittsburgh St. Louis 





here's how Sweet's works 
with industrial 

marketers to 

help them 

design catalogs: 


1. Helps analyze products, markets, 
and marketing procedure to deter- 
mine which specific buying groups 
require separate catalogs. 

2. Helps determine the scope of 
information to be included, consid- 
ering the buying stage at which it 
will be used, the buyer’s informa- 
tion needs, and the kind of buying 
action desired, e. g. specification of 
the product, invitation for a sales 
call, direct order. 


3. Helps organize contents so that 
grouping and sequence of subject 
matter will make a catalog easy to 
use and to understand. 


4. Prepares rough dummy with 
format, captions, copy and cuts in- 
dicated; incorporates complete spec- 
ifications into a finished dummy. 


Sweet’s has had a lot of experience in 
the determination of the content and 
format of catalogs specialized for the 
separate information needs of buyers 
in five separate markets: 


@ plant engineering 

@ product engineering 
@ general building 

@ industrial construction 
@ light construction 





(Advertisement) 


By N. A. Schuele, 


Advertising Manager, Revere Copper & Brass, Incorporated 


In the 30 years we have retained 
Sweet’s Catalog Service, we have 
come to regard them as an impor- 
tant adjunct to our catalog depart- 
ment and depend on them for 
specialized needs in the catalog line. 
The need that comes first to mind, 
because it is the starting point for 
good catalog performance, is prepa- 
ration of the right kind of catalogs 
for many of the markets in which 
Revere products are bought. 

The most recent example of such 
a catalog (we have nine) is the one 
describing Revere aluminum. This 
was an exacting job, requiring a high 
degree of design skill and consider- 
able inventiveness in order to make 
it both useful and visually attrac- 
tive. As usual, the finished catalog 
met all the requirements and ful- 
filled our expectations. 

In consultation with Sweet’s we 
laid down the specifications for this 
job somewhat as follows: 

Objective—to create opportunities 
for Revere salesmen and technical 
advisors to consult with prospective 
customers on the application of 
Revere aluminum products to their 
specific needs. 

Scope —a specialized presentation 
for engineers concerned with prod- 
uct design; comprehensive enough 
to indicate the wide variety of ap- 
plications, but making no pretense 
of being a complete engineering 
handbook. 

Content—advantages of aluminum 
as a material; application of Revere 
extruded shapes, tube and pipe, 
coiled sheet; properties of Revere 
aluminum alloys; fabrication meth- 
ods and resulting excellence of 
product; manufacturing facilities; 
Revere’s qualifications as expert 
technical advisors; how and where 
to get their advisory services. 

On receiving this assignment, a 
Sweet’s consultant, working with 
our own catalog department, went 
to our Aluminum Division in Balti- 
more where he spent several days 
consulting with our research, pro- 
duction and sales people, returning 
with a large amount of information 


and material which he then pro- 
ceeded to sift and to organize in 
rough preliminary form. This was 
probably the most difficult and time- 
consuming phase of the work, on 
which the success of the catalog 
depended. 

We soon reached agreement on the 
general format of our new catalog 
and from this point worked closely 
with Sweet’s to check all data for 
accuracy. Then came the matter of 
final layout. 

There is no good reason why 
utility must go hand in hand with 
drabness. Moreover, especially as 
many people did not associate 
Revere with aluminum, we wanted 
this catalog to have as much visual 
interest as possible, consistent with 
good taste. 

Here again, Sweet’s came up with 
the right answer. Employing a free 
style, unconventional but certainly 
not fancy, they developed a pattern 
in which content and layout com- 
plemented each other in pleasing 
and stimulating form. Color—black, 
blue and aluminum—played an im- 
portant part in the general effect. 

The front cover of the catalog 
quickly identifies the products with 
the producer. The first two-page 
unit offers a quick summary of the 
advantages of aluminum and of 
Revere’s practical experience in the 
non-ferrous metal field. Illustrations 
show typical applications. A brief 
index serves as a guide to contents. 
The following three spreads (or 
visual units) deal respectively with 
extruded shapes, tube and pipe, and 
coiled sheet. Each carries illustra- 
tions of applications to specific prod- 
ucts. These are followed by a table 
giving properties of a variety of 
aluminum alloys and the forms in 
which they are available. The back 
cover gives information on Revere 
Technical Advisory Service and a 
list of division offices and mills and 
also district sales offices, including 
addresses, telephone and teletype 
numbers, by means of which inter- 
ested prospects can get in quick 
touch with our nearest office. 
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how to sell 


culverts 


- 


o curb cocks 


... OF Carloads of other materials 
and equipment to the vast 
city and county market 


sell the public 
works engineers ! 


On streets and highways, in sewage and 
waterworks, airport and snow removal 
jobs, it’s the engineer who's responsible 
for plans, materials and equipment. 
Planning a major project is no more 
technical than deciding on the products 
that will get the job done right. That's 
why you can sell more asphalt or aerat- 
ors (or trucks, clarifiers, or anything else 
used by the big municipal-county mar- 
ket) if you sell in PUBLIC WORKS Magoa- 
zine. It solves on-the-job problems... at 
the top engineering level. And it's the 
only magazine edited especially for 
public works engineering officials. 


THE ENGINEERING AUTHORITY 
IN THE CITY, COUNTY, STATE FIELD 


310 East 45th Street, N.Y. 17 


from Washington 





.. but only for other fellow 


By Stanley E. Cohen 


® sINcE IT Is fashionable these days 
to speculate about the problems 
which face the incoming Republican 
administration, it might be worth 
while for a moment to consider the 
impending debate over renewal of 
the reciprocal trade agreements 
program 

Here, many people say, the Presi- 
dent-elect faces a situation which 
will require all his skill as a media- 
tor. 

The low-tariff policy comes up 
for Congressional attention in the 
spring, and is certain to draw the 
opposition of many industries which 
feel they need additional protection 
from foreign competition. 

Some of these industries have al- 
ready argued their cases before the 
Tariff Commission. 
stances, such as Swiss watches, the 
Tariff Commission recommended 
additional protection for U.S. pro- 
ducers, only to have the proposed 
tariff hikes set aside by Presidential 


In several in- 


order 
Almost that 
friendly nations must sell in Amer- 


everyone agrees 
ica if they are to become sufficiently 
self sufficient to operate without a 
dole from the U.S. treasury. Many 
industries, which have large export 
markets, are in sympathy with ex- 
isting low tariffs. But other indus- 
tries, many of them with consider- 
able strength in Congress, feel that 
free trade is a good idea . . but not 
for their industries. 

Since the incoming administration 
wants to reduce our artificial res- 
piration treatment for foreign econ- 
omies, the problem between Jan. 20 
and June 30 is to write a tariff law 
which enables these people to sell 
here, without causing undue hard- 
ship to domestic industries which 
find their prosperity endangered. 


Materials Lag Hurts . . The con- 
tinuing scarcity of raw materials 
will be spotlighted next March when 
government and private groups join 
in a White House conference on the 
conservation and development of 
natural resources. Initiative for the 
meeting comes from Resources for 
the Future, Inc., a non-profit educa- 
group set up with Ford 
Foundation backing, to keep alive 
the discussions that came into the 
open this fall with the publication 
of the exhaustive reports of the spe- 
cial Presidential Commission headed 
by William S. Paley, indicating that, 
resources-wise, the U.S. is rapidly 
becoming a “have not” nation. 


tional 


Much of the materials problem in- 
volves overseas development. One 
of the subjects which must be ex- 
plored is the problem of encourag- 
ing private investment in backward 
and unstable areas. 

Presidential economic adviser 
Robert C. Turner noted recently 
that worldwide manufacturing pro- 
duction increased about 40% be- 
tween 1937 and 1950. But outside 
the U.S. and the USSR, the increase 
was only 20%, while the gain for 
these two great powers was about 
80°. 

“This lack of growth in the pro- 
duction of primary products in the 
rest of the world is in large ex- 
plained by the relatively low rate 
of foreign investment in primary 
producing countries other than Can- 
ada,” he said. “The nub of the mat- 
ter is this: the failure of raw mate- 
rial production to keep pace with 
manufacturing output has resulted 
in a growing scarcity of raw mate- 
rials.” 


Jan. 20 Problem . . Despite cur- 
rent emergencies, there seems to be 
considerable confidence that sup- 
plies of steel, copper and aluminum 
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PUBLICATION OF THE AMERICAN SOCIETY OF TOOL GST= ENGINEERS 





An Important Man for You to Know in the 


Metalworking Industry —The Tool Engineer 


As a manufacturer whose market is in the metalworking industry, 

you have probably heard a lot about the growing influence of the 

tool engineer the Idea Man of Industry. You probably know that 

he is the man responsible for planning and equipping the processes 

of industry . .. that he specifies equipment, tools and processes 
that he, more than any other man, is in a position to specify 

your product or process. 

But do you really know this man... how to reach him 

how to influence him so that he'll specify your product when 

it’s time to install or reorder? 

So that you may have a better understanding of the man and mar- 

ket so vital to your sales success, the tool engineer’s own publica- 

tion THE TOOL ENGINEER — is offering — 


att 
ra wo. | aw) 
: | a" MARKET DATA eat THE CIRCULATION 
FOR YOU- AND war STORY OF A 
MEDIA FILE Ae GROWING 
THESE FACT-FILLED tr: MAGAZINE 


FOLDERS— 
This is an ‘‘everything-rolled-into-one'’ 
JUST OFF THE file folder. Based on the NIAA Sales Pre The story of how circulation, number of 


sentation Outline, this comprehensive out advertisers, and number of advertising 
PRESS! line provides all the FACTS about the one pages have climbed to new heights is told 

medium that's devoted to the tool engineer in terms of what it means to YOU. 
exclusively. It's a must for your media 
files 





No. 3 no. ff 0. 5 


™ IF VOU WERE THE WORD THE BLUEPRINT 


jp ONE OF 21,000 “TOOL” HAS 
8 ’ TOOL OUTGROWN ca aie 


ENGINEERS ITS CRIB AN IDEA 


This challenging booklet puts you in the 
shoes of the tool engineer, describing the This folder describes exactly what tool 
subjects that would interest you most engineers do--why they are the men who 
your source of new information, new ideas can select YOUR product. It tells how the This folder charts the channels through 

your reading habits, You'll gain a men who perform the tool engineering which an industrial sale travels. See if 
valuable understanding of the tool engi function (with their wide range of your product or process doesn’t fit into 
neer and how to appeal to his specific various titles) can be identified and this picture. You'll gain new insight into 
needs how to get your product spe reached how reaching them can mean your sales strategy from this little 
citied when it’s time to install or reorder more sales for YOU thought-provoker. 








To get any one or all of these brand new 
folders write to THE TOOL ENGINEER 


: on your letterhead—indicating above folder 
aree i identification numbers. 
: ~ | 
meaimeern ration 


The American Society of Tool Engineers 
ASTE Building 


@eeeoeoeneveveeneeeeeeeeeeeee@ 10700 Puritan Avenue, Detroit 21, Michigan 





TO SERVE YOU BETTER... 
will be sufficiently improved by 
April 1 so that most materials, other 
than alloys, will be freely available | Cle ated, \NESTERN UNION to 
with little or no government control. 

The backlog of unfilled steel or- | call 17,619 EXECUTIVES for US wee 
ders accumulated during the strike | 
should be largely wiped out by the | tg Verify our Circulation lists 
end of first quarter 1953. Moreover | 
the arrival of Canadian aluminum, 


and the completion of new domestic | N (s 
facilities, should get aluminum de- WES | ER 


liveries into better shape. The cop- 

per pinch is blamed by industry UNI 

people on inflexible OPS ceilings on : a 
domestic copper and copper scrap. : a 


ee s throughout 
This is a problem which will be @ 4,155 Western Union office 
solved by January 20 . . or very 











called 17,619 executives. 

* Sestann! Union verified company name and 
soon thereafter. address by oreo 

e 
Ike Battles Budget . . When the . aoe hin hres ia 
outgoing President sends his sur- | @ Determined number of plant employees. , 
prisingly low military budget to | ® Determined locations of other woodworking 
Congress next January, it would be | plants operated by company gonnnetes: if j 
weil to keep in mind the fact that | @ Obtained name of plant superintenden if 
budgets and actual expenditures are | neither name or title was shown on our 


vorids ener -cordi ‘urrent | card. 
worlds apart. According to current © Each card was certified by local Western 


forecasts, the defense budget will 
‘ sa rwith signature. 
be about $39 billion . . nearly $15 Union operato gn 
billion below the current year. 
However actual expenditures dur- | =e 
ing calender 1953 will be consider- ; 
ae ATA — ‘ _ | Get the Complete As an advertiser .. . you can be sure of the readers of WOOD 
ably above $39 billion, since the De Story WORKING DIGEST. You can be sure they WANT this publica. 
fense Department has many billions Sie how PA tion — with its powerful reader interest already proven by many 
of unfilled orders outstanding, and | WoRKING DIGEST independent readership surveys. Now more than 95% personal- 
additi 1 billi f uncommitted collaborated on ized, every copy of the DIGEST is directed to the right man, and 
sissies sigs lps _ huge nation-wide every man is a logical prospect for your product or service. 
funds from the current fiscal year. — -cahidi WOOD WORKING DIGEST now reaches more plants — more 
Defense Electric Power Adminis- Send coupon be- new plants, offers deeper penetration of buying influences. Mod- 
tien in ened ti low for descrip- ern format is pocket-size — easy to read and use. Carries more 
paged gy ye" poo tive folder pages of advertising than the next 4 publicati bined 
0 e be vy 
business, including a mounting vol- 


ume of unfilled orders for long lead- 
time heavy durables, will tend to Just Published 
fill any recession which might other- 
wise occur in 1953. In fact DEPA, 24-page Date File based on NIAA 
after studying public and private Outline 

spending and investment probabil- Latest market figures, government statistics 
ities, has concluded that the rising | {he Eales potentials: ur sai yates 
demand for electric power will con- the huge woodworking industry. Mail cou- 
: : pon below for your copy of this Data File. 
tinue well into 1955 and probably 


1956. 


a name of individual 











Too Many Gadgets? . . There have 
been a rash of speeches lately by 
public officials who are alarmed WOOD WORKING 


about the over-gadgeting of defense 


e 
equipment, particularly in the elec- - 
tronics field. If BS im .... 


Nome 


The craving for electronic items iia 
has reached the point where the in- 
dustry is finding it next to impos- A HITCHCOCK PUBLICATION Che 
sible to provide highly sensitive Wheaton, Illinois 
items on a production line basis. 


Assistant Navy Secretary John F. WOOD WORKING DIGEST 


continued on page 159 
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Case Histories of Result Gettins 


Selling Safety Sells 





Lift Trucks 


More than 150,000 copies of a 
booklet on safety ups for lift 
truck operators, prepared by 
Marsteller, Gebhardt & Reed 
Inc., for Clark Equipment Co 
have been distributed to nearly 








3,000 plants. The booklet had 
two purposes-—it was offered in 
ads as an inquiry producer; It 
gave plant management a planned program of materials 
handling safety methods. Since nearly 70 per cent of all 
industrial accidents grow out of the manual handling of 
materials in one form or another, it made a strong case for 
mechanized Clark materials handling equipment. So suc 
cessful has the book been that for several years it has been 
repeatedly used as a “hook"’ in ads for sales-making in 
quires. Up to 320 inquiries have been produced from a 
single advertisement. It is an example of coordinated 
magazine ad and literature promouon by M.G.&R 


Need A Ton Of 
Armor Plate? 


On the surface 
the idea of hav 
ing to sell armor 
plate doesn't 
make much 
sense. But when 
Standard Steel 
Spring Com 
pany agreed to 
serve as Coordinator for a huge armor plate program and 
lined up 18 subcontractors to augment its own productive 


for Ordnance 


capacity, there had to be orders for gigantic tonnage to 
keep all busy. So, an ad campaign was developed to tell 
prime contractors for mobile armor equipment, and in 
turn their subcontractors, about the Standard Steel Spring 
program—armor plate quickly available and close at hand 
to save shipping costs. Standard Steel Spring, now the 
country's largest producer of armor plate, credits a fair 
measure of its success to the cell injected into this 
campaign 
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Editorial Ads Build 
Management tes 


7 3 “ae 


Readership 


Rockwell Manufacturing Com- 

pany, Pittsburgh, has a wide 

line of products marketed un- 

der different trade names. To 

tie these products together in 

the minds of business manage- 

ment, M. G. & R. has been pro- 

ducing a series of editorial-style 

“Rockwell Reports’ —easy-go- 

ing discussions of Rockwell 

business philosophy, product selling, case histories of 
Rockwell products in successful use, personnel items, and 
so on. Starch readership scores constantly show bonus 
figures for ‘‘read most."’ More than a dozen direct sales to 
‘hidden”’ buying influences have been traced to the series. 
Stockbrokers write for copies for their research files. 
Several schools, from the 8th grade at Mabton, Wash., to 
Northwestern University, have used them in teaching. 


How To Get Dealers 
To Help 


Aetna Ball & Roller 

Bearing Co. has an 

advertising plan 

and stays with tt. 

With Aetna, we 

work not from ad 

to ad, but in coor- 

dinated campaigns, 

months in advance 

The result is that 

Aetna can present 

a full campaign to 

its dealers—sell the 

follow-through, 

and get dealer participation We've had lots of experience 
in the often difficule and sometimes neglected job of 
building dealer and jobber advertising cooperation. Done 
well, this kind of advertising not only sells the customer, 
it sells the dealer on selling the product. Maximum-effort 
selling requires dealer enthusiasm. This kind of cam- 
paign gets it 





MG&R. Promotion... 


Let The Customers 
Write The Literature 


The school market 

is an important one 

for Delta Power 

Tools. For many 

years, Delta offered 

a booklet, ‘‘How to 

Plana School 

Workshop,’’ to 

school builders and vocational educators, but as teaching 
methods and building design changed, it became some- 
what outdated. Who could we get to write a new one? We 
suggested the Delta customers, and so a year-long contest 
for the best school shop plans was developed. More than 
3,000 contest kits were distributed as the result of ads 
and publicity (we also handle publicity for many clients 
Prizes were Delta tools. The American Vocational Associ 
ation is building a part of its annual convention around 
the winning entries 


One Piece, Big Savings 


Chemical soil cond- 
tioners have been the 
year’s sensation in 
the home gardening 
field. When the pub- 
licity on these new 
conditioners broke, 
our client, the Ni- 
agara Chemical Di- 
vision of Food 
Machinery & Chem- 
ical Corporation was 
teady with ‘‘Terra- 
kem."’ The big de- 
mand for this new 
product was used to 
enlarge their normal 
complement of sales 
outlets for the com- 
plete line. Literature and advertising was needed over- 
night. The problem of time was solved with one basic 
printed piece. Lithographed, it did triple duty—(1) 
trimmed to magazine dimensions, it was an insert in 
dealer trade publications; (2) trimmed to letter size, it 
became a stuffer for dealers; (3) untrimmed, but gummed 
at top and bottom, the front side was used as a window 
poster (it was laid out with that in mind). Result 
Literature and advertising in large quantity but low cost 
ready quickly while demand was at its peak. 


ts Here Now-in small packages 


erraKem 


SOIL 
CONDITIONER 





How Do You Handle 
Inquiries? 


Inquiries are important to 

most industrial companies, 

and Yeomans Brothers 

Company ts no excepuon 

Yeomans wanted to be 

sure their inquiries were 

handled effectively, eco- 

nomically, and all the way 

through. We helped them 

set up their system which 

has reduced the work load 

on the advertising depart- 

ment, but gets literature to 

the prospect promptly, 

makes it easy for him to 

ask for further specific in- 

formation, gets the lead to 

the salesman quickly and makes it easy for him to report 
results. For many clients we go beyond simply writing 
advertising —we like these assignments to fit advertising 
into the total sales job 


These Booklets Are For You 


These case histories show the breadth of 
Marsteller, Gebhardt and Reed service 
What we think about advertising and 
sales promotion and how we operate is 
spelled out in a booklet we'd be glad to 
send you. It's called “The Business Phi- 
losophy of Marsteller, Gebhardt & Reed, 
Inc.,"’ and because, after all, the service 
we or any agency can give its clients de 
pends upon the people who are the agency, 
we have another folder, ‘Men Who Know 
Their Business.” If you'd like copies, drop 
us a note and simply say, “Send the litera- 
ture On your agency.” 


arsiel ler 


ebhavat 


and K Céd , Inc. 


ADVERTISING 


185 NORTH WABASH AVENUE + CHICAGO 1 
406 LAW & FINANCE BLDG. «+ PITTSBURGH 19 
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HERE’S HOW BUYING IS 


\ 


waste AIRCRAFT 


“Every one of these men, regardless of title, is responsible for the 
selection, approval, processing and continued use of all metals 
used by our company.” The speaker heads up the Materials 
Section for a leading airplane manufacturer. 

These men are Metals Engineers. They have BUYING IN- 
FLUENCE when metals, metalworking equipment and supplies 
are being bought. 


CHIEF METALLURGIST 

Reader of Metal Progress since 1942 

Works on development of both products and manufac- 
turing methods. Reporting to him are two Senior 
Engineers, one in charge of Engineering Design and the 
other Manufacturing. Chemical, metallurgical and X-rav 
standards for all metals are set in this department. Here's 
what this reader says: 

‘Salesmen for metals, equipment and supplies used in 
heat treating, cleaning and plating, laboratory and test- 
ing equipment should keep in constant touch with us. 
We recommend buying from companies we know . . 
Metal Progress keeps engineering and production men 
informed on the latest developments.”’ 


EARED 
ess IS @ 
u PRO GR CTS.+° 
pu THESE proovu 
Metals Manviacture 
mg 


Forging Equipment 
Foundry Equipment 


RESISTANCE WELDING ENGINEER 

Reader of Metal Progress since 1950. 

Responsible for all joining procedures by the resistance 
welding method. Is also being instructed in fusion 
welding, however, so that he can recommend one method 
or the other, or a combination, as cases arise. Helps 
select welding machines, equipment and supplies. 


MANAGER EXPERIMENTAL DEPARTMENT 
Reader of Metal Progress since 1941. 

Heads a department of 2,000 men where full-size pilot 
models are built and rebuilt until planes are accepted for 
production. Reports directly to the Vice President of 
Manufacturing. Is responsible for the elimination of all 
problems in metals and fabricating methods. Practically 
every type of manufacturing machine and process is used 
in his department. 


Metal Components Heat Treating 

Castings Furnaces 

Forgings Induction Heaters 

Powder Metals and Parts Special Heating Equipment 

Precision Castings Quenching Equipment 

Tubing and Other Mill Shapes Atmosphere Preparation 
Supplies and Fixtures 


Tooling Temperature Indicators 
Tool Steels and Tool and Controls 

Materials Pyrometers 
Cut-off Equipment Indicators and Recorders 
Presses and Brakes Gas Samplers and Analyzers 
Cutting Oils and Lubricants Flow and Pressure Controls 





INFLUENCED ~% 


FUSION WELDING ENGINEER 

Reader of Metal Progress since 1950. 

Responsible for all joining procedures by the fusion weld- 
ing method. Although a specialist in this method, he is 
being instructed in resistance welding to enable him to 
recommend a combination of methods to improve prod- 
ucts and cut costs. Helps select welding machines, equip- 
ment and supplies. 


CHIEF CHEMIST 

Reader of Metal Progress since 1943. 

Consults with Chief Metallurgist and Chief Engineer on 
metals, heat treating and welding procedures. Because 
of his corrosion studies on the effects of different fuels, 
exhaust gases and the like, is called on for recommenda- 
tions on what metals to buy. 


Metals and Alloys 
Steels (Plain and Alloy) 
Nonferrous Metals 
Stainless Steels 

Tool Steels 

High Temperature Alloys 


Cleaning and Finishing 
Degreasing Equipment 
Electroplating Equipment 
Rust Preventives 
Polishers and Buffers 


Testing and Inspection 
Mechanical Testing Equipment 
Microscopes and Attachments 
Hardness Testers 

Nondestructive Testing Equipment 
Gages and Comparators 


Welding and Joining 
Gas Welding and Cutting 
Electrical Processes 
Brazing and Soldering 
Fasteners 


ASST. TO V. P. MANUFACTURING 


Reader of Metal Progress since 1934. 
Takes all kinds of assignments as a staff man. Where 
trouble develops, he’s sent in to find the cause, whether 
it is metal processing operations or personnel. If manu- 
facturing costs seem too high, has authority to ask any 
division for help in making changes. 


PRODUCTION ENGINEER 


Reader of Metal Progress since 1940. 

Determines and specifies allowable limits in various 
fabricating operations and heat treating while products 
are still in the planning stage. Is required to make quick 
decisions in routing work to machines and production 
lines. Has to know what can be done to various metals: 
permissible depths of draw, formability, heat treating 
possibilities, and the like. 








CONSTANTLY 


C.B. 


carries technical infor- 
mation necessary to ce- 
ramists 


eramic 


ulletin 


The American Ceramic Society has 
been engaged for 50 years in publish 
ing research literature affecting the 
silicate industries. Copies of C. B 
are kept in bound form and are found 
in leading public and industrial li 
braries in the United States and for- 
eign countries. 


Readers Of Ceramic Bulle- 
tin Are Known Buyers, 
Specifiers Of Ceramic Ma- 
terial, Equipment 


The Ceramic Bulletin goes to mem 
bers of a professional society, all of 
whom are either small plant owners, 
ofheers of corporations, or technical 
personnel in the ceramic industry. It 
is these persons who determine edi 
torial policy through a committee ap- 
pointed by them. All editorial mate 
rial in this publication is of, by, and 
for ceramists 


Ceramic Bulletin Readers 
Are Key Men in All Branch- 
es Of the Ceramic Field 


By 
Position 
Ceramic 
Engineers 
Plont Mgrs. 
ond Supt's. 
Research 
Directors 
Presidents 


By 

fields 
Refractories 
White Wares 
Glass . 
Materials & 
Equipment 
Structural 
Clay Products 
Enamels 
Design 
Educational 
Miscellaneous 


22.1% 
13.8% 


12.6% 
19.1% 


7.4%, 
4.7%, 


16.6%, 
11.7% 


Engineers 
All Others 


Ceramic Bulletin’ 


The American Ceramic Society Bulletin 
2525 North High St., Columbus 2, Ohio 
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problems 
in Industrial Marketing 


a : 


good advertising case histories 


® ALTHOUGH many industrial ad- 
vertisers are able to get good case 
history material from salesmen, I 
wouldn't recommend complete de- 
pendence on such a system 

After all, a salesman’s time is val- 
uable, and while most salesmen will 
cooperate when time or conditions 
permit, it is not fair to expect them 
to take very much time away from 
the actual job of selling 

A better way is to make frequent 
field trips and get the material your- 
self. This is not to say that you 
shouldn’t encourage salesmen _ to 
send in material when possible 
but don’t set up a system where 
success or failure will hinge on how 
often and how well the sales or- 
ganization comes through with case 
histories and field reports. It’s much 
safer to depend on your own efforts 

and consider material from other 
sources as a pleasant surprise or a 
bonus 

Here's a fairly successful system 
used by one industrial advertiser: 


1. Meet with your ‘sales manager 
to determine which users of your 
equipment are the best “case his- 


tory” possibilities. Find out who 


should be contacted at the custom- 
er’s plant it might be the plant 
manager, the plant engineer, the 
president, or the vice-president. 
Your sales manager will have this 
information or can get it for you 
from the salesman who calls on the 


customer in question. 


2. Next, 


with the customer 


make an appointment 

In some cases, your local sales- 
man may wish to pave the way for 
you by phoning or visiting the cus- 
tomer before you enter the picture. 
After he has conditioned the cus- 
tomer for your contact, act at once. 

It's best to work by long distance 
telephone. For some _ reason, it 
seems to give the air of importance 
and urgency to your request. 

Be prepared to answer any ques- 
tions the customer may ask. For 
example, he may want to know 
where the ad will appear 
it will appear what other com- 


when 


panies (perhaps competitors) have 
cooperated in supplying case history 
material, etc. Know when you plan 
to visit his town, and make a def- 
inite appointment before you hang 
up. Confirm the conversation by 
letter immediately. Then con- 
firm it again a few days before you 
are due at the customer's plant. 


3. Before your visit, take the 
time and trouble to find out exactly 
type and equipment 
Also, know 
what he manufactures and what 
You'll be in a better 


what model 


your customer has. 


it’s for, ete. 
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COMMERCIAL 
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INSTITUTIONS 


and the engineers they employ 
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Edited for Engineers 


Design—Installation—Operation 


i yh 


INDUSTRIAL 
PLANTS 


t 
and their engineerins departments 


; are the men who buy 
heating, ventilating and allied equipment for 
“engineered” installations in large buildings. 
These are the men who read HEATING AND 
VENTILATING. . . Not all of them, but most 
of the “big operators” who are doing the bulk 
of today’s specifying and buying. How do 
we know? Our continuing buying power sur- 
vey, covering the 106 U. S. cities with popula- 
tions of 100,000 or over, locates the actual firms 
and individuals who are today’s volume buyers 
and specifiers; enables us to direct our subscrip- 
tion efforts to these worthwhile prospects in the 
areas where activity is greatest. The result? 
Concentrated coverage of key buying power that 
is both effective and economical. This com- 
plex market — its buyers, how they work, how 
we cover them — is explained in detail in two 
booklets: ‘Find the Buyer!” and 
ment is Bought. . .” Copies are yours for the 
asking, and you'll find them well worth reading. 
Write: HEATING AND VENTILATING, 148 
Lafayette Street, New York 13, N. Y. 


“How Equip- 


AIR CONDITIONING 
REFRIGERATION 
PIPING — PLUMBING 

HEATING 

VENTILATING 


-in all types of 
Buildings 
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Contractors 
aren’t 

homogenized in the engineered 
construction markets! 


», 
‘A 


‘ 


y $0, 
help yourself 
to the cream 
of equipment 
and material buyers 
and specifiers— 
over 35,000 
Civil Engineers 
who read 


CIVIL ENGINEERING 


regularly. 


Proof that the 

Civil Engineer wants 
your product data 

is the fact that a 
recent issue of 

CIVIL ENGINEERING 
pulled 36,715 
information requests. 


‘The Magazine of Engineered Construction 
it Published by 
The American Society of Civil Engineers 

33 West 39th Street, New York 18, N. ¥. 


position to ask intelligent questions. 


4. Know in advance exactly the 
questions you wish to ask. In fact, 
it’s a good idea to prepare a’ ques- 
tionnaire form. You'll want to in- 
clude these questions: When was 
the equipment installed . . previous 
equipment used . . present produc- 
tion . . former production . . present 
operation costs . . former operation 
costs . . present maintenance cost 

former mainenance cost . . reject 
rate with old equipment . . reject 
rate with new equipment . . whether 
equipment is easier to operate 
floor space savings, if any. There 
are many other questions you'll 
want to add. 


5. Be ready for quick action 
when you arrive at the customer’s 
plant. Remember, he’s doing you 
a favor . . he’s probably letting a 
lot of other things wait while he’s 
answering your questions. If your 
contact turns you over to someone 
else for the actual information, re- 
spect the assistant’s time . . he’s 
probably busier than the boss. 


6. Be sure of what you want in 
the way of pictures. Don’t depend 
on the customer’s photographer . . 
you may find he doesn’t even have 
one. 

You have three choices. Take 
your own staff photographer with 
you . . take the pictures yourself 

. or call in a local photographer. 
If your department and budget are 
of sufficient size, it’s much better 
to have your own photographer ac- 
company you. If this isn’t possible, 
and you know how to operate a 
camera .. fine! But if you’re just 
a glorified amateur, lay off . . it'll 
show in the quality of the pictures. 

If you must use a local photog- 
rapher, try to find out in advance 
which one is best for industrial 
work. Make your appointment with 
him well in advance . . so he'll be 
on hand just when you need him. 
Explain what you want to see in 
the picture. Many local photog- 
raphers (particularly in the smaller 
cities and towns) are portrait pho- 
tographers, and not too accustomed 
to working in plants and factories. 


7. If you are working with a 
local man . . and are not absolutely 


continued on page 168 
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Over 40,000 Copies Every Month to Metalworking Executives in 1953 


See 


BLUE BOOK 


~ 








e zwsom 


Latest market figures, government 
statistics and publication data. Valvu- 
able information to help you deter- 


Beginning with the January 1953 issue, the monthly circulation of MACHINE 
and TOOL BLUE BOOK will exceed 40,000 copies—95% of which are per- 
sonalized to top executives in the metalworking industries. Read by the right 
men in the right places, here's a receptive, ready-made audience among admini- 
strative, engineering and production men with a total monthly readership exceed- 
ing 141,000. 


MACHINE and TOOL BLUE BOOK has the right combination for SALES—the 
right editorial formula directed to the right audience of buying executives. That's 
why advertising in the BLUE BOOK brings results at lowest cost. 


To safeguard your competitive position—to increase sales in '53, put the sales- 
power of the BLUE BOOK behind your product. 


Circulation Verified by Western Union 


@ Western Union verified name of INDIVIDUAL and his TITLE as well as COMPANY name 
and address. 
Determined products made by plants reached by the BLUE BOOK. 


Secured the INDIVIDUAL's name and TITLE in charge of machine tool and production supplies 
buying, if neither name nor title was shown on our stencil. 


Secured name of PLANT SUPERINTENDENT if no other name or title could be obtained. 
Each listing sheet was certified by local Western Union Operator, with signature end rubber 
stamp of city. 


Send for | bide 
24-page Data File EL: Bue a 
based on NIAA Outline = B00K 


4 em 
oe 
mmo, 
~ 


mine the sales potentials for your 





HITCHCOCK PUBLISHING CO. ¢ WHEATON, ILL. products in the metalworking industry. 








news 


of industrial sales and advertising 


NBP asks audit of paid, unpaid 


Urges ABC and CCA to provide 
standardized audit including 
both types of circulation 


National Business 
Publications passed a resolution at 


@ NEW YORK 


its annual fall meeting asking Audit 
Bureau of Circulations and Con- 
trolled Circulation Audit to provide 
a standardized circulation audit to 
include both paid and non-paid cir- 
culation 


The resolution, adopted 
mously, declared the NBP’s belief 
that “buyers of advertising space 


unani- 


are entitled to a standardized cir- 
culation audit that will disclose such 
pertinent data.” Robert E. Harper, 
executive vice-president and secre- 
tary of NBP, was instructed to send 
a copy of the resolution to ABC and 
CCA 


Bernard C. Duffy, president of 
Batten, Barton, Durstine & Osborn, 
Teceived the association’s Silver 

Quill award for 
outstanding 
service to the 
business press. 
The annual a- 
ward, presented 
to Mr. Duffy by 
Benjamin F 
Fairless, board 
chairman and 
president, Unit- 
ed States Steel 
Co., is NBP’s highest honor and is 
for “distinguished service to busi- 


Dutty 


ness and industry through the busi- 


ness press.” 


In his annual report, Mr. Harpe: 
announced that NBP has increased 
its membership during the year to 
140 publications . . a gain of 12°. 
He set a goal of 200 member pub- 
lications for 1953, and called for one 
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big annual meeting of the organiza- 
tion instead of two. 

Mr. Harper also recommended re- 
gional conferences throughout the 
year, establishment of courses re- 
Jated to business magazine publish- 
ing in schools of journalism, and 
establishment of a sales training in- 
stitute for personnel of NBP mem- 
ber-companies. 

Joseph S. Hildreth, president, 
Chilton Co., Philadelphia, was 
elected NBP president to succeed 
Russell L. Putman, president, Put- 
man Publishing Co., Chicago. Rufus 
Choate, Scott-Choate 
Publishing Co., N.Y., 


was re-elected vice-president and 


president, 
Tarrytown, 
was also elected treasurer. Mr. 
Harper was re-elected executive 
vice-president and secretary. 

Wider use of the publisher's sales 
presentation outline devised by the 
National Industrial Advertisers As- 
sociation was urged by a _ panel 
moderated by NIAA President Gene 
Wedereit, advertising director, Tube 
Turns and Girdler Corp. Louisville 
Panel discussants said that the out- 
line (see page 68) helps advertisers 
and agencies to pinpoint media se- 
lection . . which is, they emphasized, 
as important as pinpointing markets 

Presentation of NBP’s progress- 
for-people citations were made to 
Oakleigh 


Associates: Gotham 


the following agencies 
R. French & 
Advertising Agency; Schuyler 
Hopper Co.; BBDO; McCann- 
Erickson; G. M. Basford Co.: St 
Georges & Keyes; Benton & Bowles; 
Henry J. Kaufman & Associates 


Chemical admen choose media 
by total buyers, not readers 


® NEW yorK .. The chemical ad- 


vertiser wants to know how many 


actual potential buyers of his prod- 
ucts a business publication . has, 
rather than its total circulation, J. 
Hayden Twiss, president, House of 
J. Hayden Twiss, New York agency, 
told a chemical sales clinic of the 
Salesmen’s Association of the Amer- 
ican Chemical Industry. 

This is necessary because chem- 
ical sales are made primarily within 
the industry, Mr. Twiss said. “Ad- 
vertising in the chemical publica- 
tions competes not only with other 
producers, but with ads by the very 
people who buy the chemicals.” 

There are so many vertical and 
horizontal publications in the chem- 
ical industry that a buyer barely 
has time to scan them, the agency 
head noted. Therefore, advertising 
copy must be factual and aimed at 
the read-on-the-run subscriber. 

Mr. Twiss complained that high 
production costs carve out “a large 
chunk” of his clients’ advertising 
budgets. “In order to keep down 
these high production costs it is nec- 
essary for the industrial advertising 
man to know every trick of the 
trade, cutting corners to produce 
eyecatching and effective advertis- 
ing without the use of expensive 
production material.” 

Discussing advertising allocations, 
the agency head declared: “Reams 
have been written on the subject, 
but I have yet to learn of any for- 
mula that would apply to more than 
a few firms.” He said that 1.9% of 
total sales was the figure he had 
arrived at for advertising budgets 
in his field. 


Top trade ad talent is extra, 
consultant tells advertisers 


® cHIcaGo . . Much trade advertis- 
ing misses the boat because the ad- 
vertiser refuses to pay adequate fees 
for top-grade work, James D. Woolf, 
advertising consultant, Sante Fe, 
N.M., believes. 

Writing in ADVERTISING AGE, Chi- 
cago, Mr. Woolf said: “No advertis- 
ing agency can afford to use high- 
salaried talent on (the average) 
trade campaign, without either com- 
missionable consumer arrangements 
or fee arrangements.” 

When the economics of the situa- 
tion do not permit first-class work, 
Mr. Woolf advised, the agency 





Used for buying... therefore, good for selling 





“IEN ALWAYS PUTS ME IN A MOOD TO BUY” 


The right buying audience too! 


Through IEN you reach the RIGHT PEOPLE . . . qual- 
ified specifiers and buyers. 


Administrative Officials ..0..0.0....0.....cccceees 11,285 18.35% 
Production and Plant Operating Officials. 21,975 35.73% 
Engineers ety .. 19,314 31.41% 
Pyrchasing Officials saelnesnessavecioighes 9.15% 
Company Only eisteains 1.44% 
Distributors . 0.20% 
Government Agencies & Officials. mm 2.72% 
Libraries, Trade Associations, etc. as 0.64% 
Miscellaneous . i 0.09% 


In the RIGHT PLANTS . janeua and fastest grow- 
ing plants in all industries. 


I NE BE soins scsceccaveasieniscansesizics 34,996 56.91% 
$500,000 to $1,000,000 ............ 9.15% 
$300,000 to $500,000 7.36% 
$100,000 to $300,000 

$100,000 and over 
$50,000 to $100,000 
$25,000 to $50,000 
under $25,000 
not rated (includes caeenenent 

agencies, utilities, foreign 

companies, consulting engineers) 


From IEN CCA Statement 5,116 8.32% 
At the RIGHT TIME... when buyers and specifiers 


are checking INDUSTRIAL EQUIPMENT 
NEWS for industrial equipment news. 


At the RIGHT COST... $150 to $160 a month for 
nation-wide, all-industry, standard space unit 
saturation. 


Can a publication create 
a buying climate? 


Yes, if it picks the right buying audience and 
publishes nothing but buying news and infor- 
mation! 

Of all the interesting material a paper may 
publish: methods, personalities, market 
prices, inspiration, product descriptions ; only 
product information focusses attention on 
purchasing. 

Industrial Equipment News is as functional 
as a steel girder. And its sole function is better 
buymanship. 

Every line of editorial, every line of adver- 
tising in IEN, is good for selling because pub- 
lished and read exclusively for buying. 

The buying atmosphere which IEN creates 
in the readers’ thought prompts two kinds of 
buying action: 

1. The Product Finding Index on the 
front cover takes the buyer at once 
to the products he knows he needs. 

. 1,100 plus product descriptions sug- 
gest many other products . . . some 
brand new ... the need of which he 
recognizes when he sees them. 


USE THIS COUPON FOR HELPFUL INFORMATION 


i Tora tUlatate Mlate ltr tiai-t; 


1—NIAA Report 

2—CCA Audit 

3—The IEN Plan ‘how to 
reach the men in industry 
who spec fy folare| buy 


Tatel tts tate) mm 
Equipment (| a 
News ae pa 


Industrial nee News 
Thomas Publishing Company 
461 8th Avenue, New York 1, N. Y. 


Send to 


Name. 
Title 
Company 
Address 


( ) complete media data file 
oritemno.l( )2¢( )3( )4¢€ )5¢ )6¢ ) 


The Original 
1EN 
Founded 1933 
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Here’s a very 
practical kind of 
Season’s Greeting 

for you 


S. D. WARREN COMPANY'S 
year-end message appears in 
TIME for December 15 and 
THE SATURDAY EVENING POST 
December 20. Don't miss it. 


, 4 Good Printer 


4ily 


news 

im TICW 

should go to its client and say, 
“Let’s face it.” The next move is 
then up to the client . . 
one of three things. 


who can do 


“He can (1) agree to a plan of 
adequate remuneration for the 
agency; (2) go on record that sec- 
ond-class is plenty good 


enough for the trade papers; or (3) 


copy 


fire his agency.” 

Mr. Woolf did not think the prob- 
lem would be solved “until some- 
thing is done about the attitude of 
trade 
It is precisely 


the advertiser towards his 
journal advertising. 
because he regards it so lightly that 
he refuses to pay adequate fees for 
top-grade work.” 

The writer recommended that 
business publications take the lead 
in educating both advertisers and 
agencies in sound first principles. 
He cited as an example of good 
work in that direction a manual 
published by Architectural Record, 
New York, entitled “Pointers on 
Writing Architectural Copy.” 

“It is the responsibility of each 
media classification,’ Mr. Woolf said, 
“to lead the way in showing adver- 
tisers how to use that classification 
with greatest effect. The advertiser 
who grasps fully what sort of job 
can be done for him by the better 
trade journals . . when copy is writ- 
ten by first-rate talent . . will gladly 
see to it that his agency is generous- 
ly rewarded.” 


Business press sharp-shoots 


sales targets, says ABP head 


@ NEW YORK . 
vertising offers the greatest oppor- 


. Business paper ad- 


tunity available for sharp-shooting 
at specific sales targets, William K. 
Beard, Jr., 
Business Publications, told a meet- 
ing of the Society for Advancement 


president, Associated 


of Management. 

“All good selling is specialized,” 
Mr. Beard said, “and nothing spe- 
cializes like the business press. You 
will have to search long and hard 
to find a place in our economic pat- 
tern which doesn’t have one or more 
covering publications.” 

The ABP president said vocation- 


al specialization is the reason a 





RAW MATERIALS 


SHEET METAL FABRICATING, 
MATERIALS HANDLING OR 
OTHER PLANT EQUIPMENT 














COMPONENTS OR 
CUSTOM-BUILT PARTS 


FINISHING MATERIALS, 
SERVICES OR EQUIPMENT 











Striking in appearance, custom-built editorial serv- 
ice, attractively illustrated cover free of advertising. 
Appliance Manufacturer will be printed on 60 Ib. 
sterling enamel, staff-written with well-illustrated 
articles and departments. A BIG, “Life” size maga- 
zine—a powerful medium for advertisers to the 
appliance manufacturing industry! 


BROAD IN SCOPE - DEEP IN PENETRATION tapping for the first time the high-volume appliance 


manufacturing industry in its entirety. 


A FIVE BILLION-DOLLAR 
MARKET... now available for the first time 


through one publication! The youngest, fastest mov- 
ing industry in the country has been in need of a 
publication like Appliance Manufacturer for a long 
time. Now this magazine will go to 15,000 men of 
decision in the business of making and selling elec- 


tric-, gas- and oil-appliances for the home. 


REACHES ALL DIVISIONS—DESIGNERS, ENGI- 
NEERS, DEPARTMENTAL USERS, MANAGEMENT 
APPROVERS AND PURCHASING AGENTS. 


A HIGH VOLUME MARKET FOR RAW MATERIALS, COMPONENT 

PARTS, AND CUSTOM SUPPLIERS OF ALL KINDS. 

Check the appliances which use your product—see for your- 

self what a huge market you can now contact regularly through 

Appliance Manufacturer: 

AIR CONDITIONERS, ROOM HOME FREEZERS ROASTERS 

BROILERS HOTPLATES SHAVERS, ELECTRIC 

CLOCKS, ELECTRIC IRONING MACHINES SPACE HEATERS 

CLOTHES DRYERS: IRONS ELECTRIC. GAS - OIL 201 N. WELLS STREET 
ELECTRIC - GAS KITCHEN CABINETS (METAL) TOASTERS, ELECTRIC 

COFFEE MAKERS KNIFE SHARPENERS, ELECTRIC VACUUM CLEANERS & FLOOR CHICAGO 6, ILLINOIS 

DEHUMIDIFIERS, ROOM LAWN MOWERS, POWER POLISHERS 


our oe COVERINGS MIXERS & BLENDERS WAFFLE IRONS & SANDWICH First Issue January, 19° 
FANS, ELECTRIC OIL BURNERS GRILLS Deadline December 1, 1953 
FOOD DISPOSAL UNITS RANGES & STOVES WASHERS, CLOTHES Write NOW for facts, rates, etc 
FRYERS, DEEP FAT ELECTRIC - GAS - OIL WATER HEATERS: 

FURNACES, GAS & OIL REFRIGERATORS: ELECTRIC - GAS 

HEATING PADS ELECTRIC - GAS WATER SYSTEM6, DOMESTIC 





anunrcrTon 


with customers 


and prospects throughout 


Latin America’s enormous 


Textile industry-- - 


is the SERVICE 
performed by 


TEXTILES 
PANAMERICANOS 


every 
month 


Here, in 

clear, simple 

idiomatic 

° 

Spanish .. . 
is given month-by-month re- 
ports of textile technological 
progress. Here the leading 
machinery, dyestuffs and tex- 
tile chemical exporters present 
their lines and, during times of 
material shortages, insure that 
the fame of their organization 
is kept alive. 
More than 3000 mill men in 
Mexico, Cuba, Central and 
South America read TEX- 
TILES PANAMERICANOS as 
a guide to what is new in North 
America and who makes it. 
For complete details about this 
productive business journal 
write: 





business press exists and is “the 
absolute guts of its performance.” 
Mr. Beard urged management 
men to keep on being good readers 
because “advertising pages in busi- 
ness publications are full of the lat- 
est and best in new products, new 
applications and new ideas.” 


CCA incorporates new name, 
may expand audit service 


® NEW york . . Controlled Circula- 
tion Audit has taken a step to per- 
mit possible expansion of its opera- 
tions to include audit of paid as 
well as non-paid business paper cir- 
culations by incorporating the name 


“Business Publications Circulation 
Audit Association” under the laws 
of the state of New York. 

Explaining the purposes of the 
move, Richard S. Hayes, CCA presi- 
dent, said: 

“A name is protected that we be- 
lieve possesses the best combination 
of words descriptive of the organ- 
ization under which a single audit 
for business publications can be de- 
veloped. It provides a means for 
setting up the machinery necessary 
for performing this function.” 

Mr. Hayes said the corporation 
could later be absorbed by CCA if 
desired, or if necessary the corpora- 


tion could absorb CCA. “It is a tool 





ROCK PRODUCTS DOES 
MORE FOR ADVERTISERS 


e@ Recognized Editorial Leadership 
@ Editors Are All Qualified Engineers 


@ First in Quantity as Well as Quality 
of Editorial Material 


@ Only ALL-ABC Coverage of Rock 
Products Industries 


@ Has 3714 MORE* Average Total 
Paid Circulation and Read by 
3329 MORE* Producer Subscribers 
Than Second Magazine 


e@ Highest Renewal Rate: 84.66% 


*Based on comparison of June 30 
1952, ABC Publishers Statements 
of ROCK PRODUCTS and second 
magazine 


=~. PRODECI ; 


A Maclean-Hunter Publication 


The ROCK PRODUCTS Production Esti- 
mates of the non-metallic minerals 
industries, compiled annually for the 
use of advertising and sales execu- 
tives of equipment manufacturers, 
are now ready with 1953 figures. 


Separate sections are devoted to Ce- 
ment, Crushed Stone, Sand and 
Gravel, Lime, Gypsum, Ready-Mixed 
Concrete, and Concrete Products. Esti- 
mated production and the numbers 
of plants are given state by state, 
plus tabulation of production totals 
by regions and tabulation of highest 
producing states in order of volume. 


For years this valuable tool has aided 
management to plan sales and ad- 
vertising activities. Production Esti- 
mates prepared by ROCK PRODUCTS 
have proved remarkably accurate in 
the past. The figures for 1953 have 
been worked out from the usual care- 
ful analysis of numerous factors 
made available through ROCK PROD- 
UCTS close contact with the industries 
served. 


If you have not yet received a copy, 
send for it today. No cost or obliga- 
tion. 


December i952 /31 
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* How to sell the 
BILLION- 
DOLLAR 


Come with MECHANIZATiON 

to the MINES which produce 87% 
of the coal...and to the MEN who 
control 95% of coal’s purchases 


More than 15,000 
MECHANIZATION reach primary 
buying influences in every major 
mine producing 50,000 tons or 
more annually. More primary 
buying influences read 
MECHANIZATION than any other 
coal magazine.* More execu- 
tives, including general man- 
agers and purchasing agents— 
more superintendents, mine 
managers and their assistants — 
more engineers and their assist- 
ants receive MECHANIZATION. 
More coal-production men 
report MECHANIZATION as most 
useful or interesting. 

These primary buying influ- 
ences welcome MECHANIZATION 
because of a vital interest in our 
editorial objective of mine- 


copies of 


mechanization, and our month- 
to-month treatment of technical 
operations, efficiency, safety and 
new methods. To these we add 
on-the-spot analyses of Wash- 
ington decisions, trends, and 
regulations which affect coal. 

The buying influence of these 
men—as translated into results 
— explains briefly why 
MECHANIZATION is_ publishing 
about 1350 pages of advertising 
in 1952, as compared to 181 
pages in 1938, first full year of 
publication. 

To get your full share of 
coal’s billion dollars in annual 
purchases, do what we do— 
reach more primary buying in- 
fluences with MECHANIZATION. 


*Conducted by John Fosdick & Assoc. 


Jhe MAGAZINE of MODERN COAL 


1120 MUNSEY BLDG. 
WASHINGTON 4, D.C. 


NEW YORK @ CHICAGO 
PITTSBURGH 
SAN FRANCISCO 
LOS ANGELES 
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that CCA directors have made 
available for use as CCA members 
later see fit.” 

After Jan. 1, 1954, the Audit Bu- 
reau of Circulation will audit only 
publications whose circulation is at 
least 70° on a paid basis. As a re- 
sult, Mr. Hayes said, a number of 
business publications having more 
than 30°, non-paid circulation may 
find it impossible to provide adver- 
tisers with a complete audit of their 
circulation facts. 

“It is thus possible,” the CCA 
president added, “that unless CCA 
expands its area of operation by 
providing this additional auditing 
service, one of two things could 
happen: Such publications and their 
customers will have to be without a 
complete independent audit, a sit- 
uation neither desirable nor con- 
ceivable; or else these publications, 
along with others, might set up their 
own audit bureau, which would be 
confusing and unfortunate.” 

Mr. Hayes said he thought the di- 
rection that CCA will decide to take 
is “quite clear, once the problem is 
understood and resolved. It is one 
with which the incoming board will 
have to wrestle.” 

Newly elected CCA officers are 
G. Kenneth Thornton, advertising 
director, Scovill Mfg. Co., Water- 
bury, Conn., president; William H. 
Schink, director of media, G. M. 
Basford Co., New York, vice-presi- 


ntinued on page 146 





I: you make building materials, 
equipment or appliances, consider the remodeling market. 
Constantly-growing, relatively non-competitive, it offers 
you and your dealers a thunderhead of sales opportunities. 
It can be your major source of sales in 1953. 
x *Kwk 


no one has really understood the true sales potential 
of the remodeling market Not until Domestic Engineering sent 
a crew of 40 researchers to Bay City, Michigan to conduct a survey 
of home owners and building operators — a survey which went far 
beyond “buying intentions’; a survey based upon personal inspection 
of buildings and their equipment; a survey which measured income 
and ability to pay, as well as desire to buy. 

The result is “The Bay City Story’ — the most penetrating and 
extensive analysis of remodeling ever written. It dramatizes re- 
modeling; evaluates it. It illustrates the best approaches to this 
market. It opens the door to your 1953 remodeling market. 

The survey was under the direction of Dr. Charles L. Allen, 
Assistant Dean and Director of Research for The Medill School of 
Journalism, Northwestern University. Thirty-five Domestic Engi- 
neering staff members, five graduate students from Northwestern 
University and a number of local volunteers spent a full week inter- 
viewing 563 households in Bay City, 108 farm households in the 
surrounding area, plus the operators of 50 hotels, hospitals, factories 
and other big structures. The questionnaire included 125 questions 
which, together, provided a complete inventory of mechanical equip- 
ment in a city fairly typical of the nation as a whole and very typical 
of the northern tier of states. 

The Bay City Story (first installment) is the lead feature in the 
November issue of Domestic Engineering, which is wholly devoted 
to modernization, in all of its facets, and which starts a year-long 
campaign for modernization business. Get this issue to orient your 
own sales staff to the remodeling market. 

This issue describes the “Modernization Week” promotion — a 
concentrated educational campaign launched by a mayoral proclama- 
tion, sponsored by Domestic Engineering and aggressively promoted 
by the local newspaper, radio station and civic groups. This special 
week served as setting for the Bay City survey, but a similar special 
promotion can be made to work in any trading area. 

This modernization number contains, also, a national estimate 
of remodeling potentials compared to Bay City and drawn from 300 
other trading areas distributed throughout the nation. The issue 
thoroughly explains the merchandising methods most effective in 
selling modernization, and reports applicable financing methods in 
an encyclopedic manner. 

The 394-page November issue of Domestic Engineering includes 
scores of advertisements, from leading manufacturers, which are 
built around the modernization theme. These advertisements are 
full of ideas on remodeling from the manufacturers’ standpoint .. . 
ideas which will stimulate your own thinking. 

If your product has a remodeling application in any kind of 
structure — houses, institutions, industrial plants, commercial 
establishments, farm buildings — then the Remodeling Issue of 
Domestic Engineering is “must” reading for you and your key plan- 
ning personnel. 


Up to now, 


Use it as your guide to 
REMODELING SALES! 








Only a few thousand extra copies are available. Orders for 
these (cash with order) will be filled on a first come, first served 
basis. Get the Remodeling Issue of Domestic Engineering now. It's 
your “50-cent entree” to a multi-billion dollar market. Use coupon. 


FOR YOUR COPY RETURN COUPON TODAY. 


1M-12 
DOMESTIC ENGINEERING 
1801 Prairie Avenue, Chicago 16, Ill. 
Please send me a copy of the big November Remodeling Issue of Domestic Engineering, for 
which | enclose 50 cents. If supply is exhausted when this order is received, | understand 
that my 50 cents will be refunded 
Name 
Company Name 
Street Address. 
City.. 





te SELL the 
MILK INDUSTRY 


A 10 BILLION DOLLAR INDUSTRY 


When you visualize the vast River of Milk 

which daily flows from Dairyland U.S.A., 

through the many ch Is of its pr 

and onto your table, you gain a better idea of 

what a Ten Billion Dollar industry offers from 

@ Market standpoint. 

Each year $500, 000,000 are spent for machin- 

ery, supplies and rep to 
his ly growing giant. 


WHY MILK PLANT MONTHLY 
GETS RESULTS... 


for 41 years MILK PLANT MONTHLY has been 
the Daily Guide book for 

Milk Processing Industry . . . 

@rown to trust M.P.M. Editors whose informa- 
tive suggestions have not only “ae thou- 
sands of skinned k ke for d 
workers but hove lighted the pathway to in- 
creased production at lower cost for manage- 
ment. The subscription renewal average of 
71.22% bears out this statement. By helping 
every department from the executive, on 
through every step of production, MILK PLANT 
MONTHLY has gained a leadership which will 
Get Results for You. 


HOW TO GET YOUR SHARE... 


Your advertising message in MILK PLANT 
MONTHLY will be seen by Men who 
Really Count. . The Owners, whose word 
is low. . The executives who specify and 
buy. . . Those who recommend and whose 
pa ee ts con meon a new account for 
you. . . The men who daily use your ma- 
chinery or supplies; are responsible for making 
them poy out and whose acceptance is vital. 
MILK PLANT MONTHLY presents You to ALL 
of these prospects every month. . . Meet them 
@s Friends on their own home ground and 
you'll find selling them a far easier and more 
profitable task. 

Here is your market. . . The profits from which 
= go to those who aggressively FOLLOW 














Write today for Sample Copy, Market Data 
end Rate Card. 


A, B. C. Audited Since 1929 


Milk Plant Monthly 


327 South LaSalle Street 
Chicago 4, Illinois 
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trends 


A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 


-h hurt both makers 


Wll exceed 





and users of welding - 1ipment, industry 


revious year's record $500,000,000 total. 


Welding’s fast growth beats 


general industry rate by 250% 


By T. J. Jefferson, Welding Engineer: Frank Richter. Modern Railroads; Lew Gilbert. 
Industry & Welding and William Sparagen, Welding Journal. 


® TopAy’s continued program of in- 
dustrial expansion makes the future 
picture for welding extremely 
bright. 

Since the welded product has the 
characteristics of being _ stronger, 
lighter in weight, more pleasing in 
appearance and often less costly to 
produce, it is receiving widespread 
acceptance in all phases of industry. 
Manufacturers of metal products for 
the consumer field are continually 
using more and more welding and 
at the same time machines they buy 


for their production lines are being 
welded. 

The most important users of weld- 
ing are found in transportation. 
Most plants engaged in manufactur- 
ing of ships, railroad equipment, air- 
craft, automobiles, motorcycles and 
bicycles are 100% users of welding 
according to a survey conducted by 
Welding Engineer. From this same 
survey, we learned that 85% of all 
metal industry plants use welding 
for production or maintenance. 

The larger the industrial plant, 





Is More Pronounfed Than Ever 


In this December, 1952, report to advertisers g@/ving the important textile industry 
TEXTILE Woriop proudly points out that: 


TW’s latest ABC net paid circulation i * (over 6,000 more than its closest con- 
temporary!) 


Largest net paid circul@™on in TW's history. 
Largest ever attaine any textile publication in the world. 
r textile magazine's total distribution — paid, free, or a 


state by state, in same ratio that the textile industry of each state 
to the textile industry as a whole. 
d no individuals or firms for whom TW is edited receive the publication free! 


paid circulation among buying-power mill men (ABC classes 1 and 2) at 
7,460* is by far largest of any textile-industry publication (over 5,700 more than 

its nearest contemporary!) 
These are your sales-prospect readers, and this figure is not inflated by inclusion 


of subordinates and machine tenders, even if such men do rank as “subscribers 
in the mill." 





TW’s net paid circulation among men actually employed in textile mills at 19,636* is 
largest of any textile publication (over 2,200 more than its nearest contemporary!) 


TW’s net paid circulation in the United States at 19,431* is largest of any textile pub- 
lication (over 2,600 more than its nearest contemporary!) 


TW has largest net paid among textile mills in the United States. 
TW has largest net paid in Canada. 
TW has largest ‘‘plus value” foreign circulation. 
This Leadership Circulation puts TEXTILE WORLD in the best position it has ever 


held to serve manufacturers serving the textile industry. 
May it serve you? 


*From June 30, 1952, ABC statement 


ik 
iy i nm 
First in circulation a ~ <x 


First in readership eS 
FIRST in buying-power / ? A McGraw-Hill Publication 
penetration ae 330 West 42nd Street, New York 36, N. Y. 


FigsT in advertising 
volume 
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REINHOLD 
will prepare, print, 
distribute, and promote 19,500" copies 
of your 8-page, 2-color catalog 
in key process industries plants 
for one full year! 


In CHEMICAL ENGINEERING CATALOG, your detailed prod- 
uct story serves 19,500* specifiers in over 13,000 Dun & Bradstreet 
company-rated plants. No waste circulation. No important process 
industries plants overlooked. CEC is the year-round “workbook” 
referred to, and worked with, by process industries specifying teams 
—the men who decide if and when your products will be used. 


CEC gives your promotion penny old-time value. Reinhold will 
prepare, print, distribute and promote the use of your 8-page, 2-color 
catalog unit for only 14¢ each. A 12-page, 2-color catalog costs only 
19¢ each. Comparable low rates hold true for larger or smaller units. 
Today, while working on next year’s plans, ask your Reinhold catalog 
representative to explain how to sell the process industries most 
economically, efficiently, surely. 
*Records show an average of five users per copy. 


ees 


the greater the use being made of 
welding. On an average, 71° of 
the plants employing between 50 
and 100 people use welding but as 
the number of employes increases 
to 1,000 or more it is found that 98% 
of the plants are using welding as 
a process for joining metals. 

It is only natural that the number 
of welders employed per plant 
would increase as the size of the 
plant increases. However, this in- 
crease is much greater than might 
be expected. For example, plants 
with less than 99 employes average 
only 4 welders per plant while those 
employing more than 2,500 workers 
average 150 welders per plant in the 
metals field. 

While the primary concern of the 
welding industry is production 
welding, maintenance welding is 
used in 92% of the industrial estab- 
lishments in this country. This in- 
cludes not only our industrial plants 
but hotels, hospitals and all other 
types of commercial establishments. 

A trend in industry is toward 
greater use of automatic welding for 
production purposes. Nearly 50% 
of plants doing production welding 
are supplementing their manual ap- 
plications with automatic applica- 
tions. 

Financially, welding is experienc- 
ing one of the best years of its 45- 
year history in the U.S. In 1951, 
the industry exceeded the $500,000,- 
000 sales mark. Despite the steel 
strike, which was a serious handicap 
to producers of welding equipment 
as well as users of the welding proc- 
ess, 1952 will undoubtedly exceed 
the 1951 figure from a sales stand- 
point. 

The Welding Sales Index estab- 
lished by Welding Engineer reached 
775 for 1951 . . nearly 200 points 
higher than the 1950 index. Both of 
these figures are based on an index 
establishing the 1935-39 average 
sales as 100. The Federal Reserve 
Board Index estimates for industrial 
production, which are based on the 
same average period, indicates an 
over-all production figure of 220 
and a durable goods figure of 273. 
This would indicate that welding 
sales are growing 2% times as fast 
as the over-all industrial picture . . 
T. B, JEFFERSON, editor Welding En- 
gineer, Chicago. 





Rails, Diesels . . The revolution 
that is taking place in the railroad 
industry has had a profound effect 
upon the amount of welding it does. 

First, welding has made possible 
a revolutionary new type of rail . . 
the continuous welded rail. Rail- 
road track started with compara- 
tively small rail sections. Grad- 
ually, track length increased as 
length of freight cars in which rail 
could be transported increased. This 
comes down to the present when 
the standard rail length is 39 ft. 
Even that is no longer remaining 
stable because a considerable num- 
ber of railroads already make part 
of their rail purchases in double car 
length sections 78 ft. long. Such rail 
is transported on two drop end gon- 
dola cars for each carload shipment. 

Principal purpose for going to the 
78 ft. rail section has been to reduce 
the number of rail joints inasmuch 
as the most substantial portion of 
track maintenance is at the joint 
and area of roadbed surrounding 
the joint. 

Elimination of those joints by the 
application of long continuous rail 
changes the picture entirely. It also 
changes the track structure. In- 
stead of having special track fittings 
at 39 ft. intervals the long rail is 
anchored to the ties by special fit- 
tings in addition to the track spikes. 

In the early days of continuous 
welded rail a number of methods 
were employed to do this work. 
Recently, technique has been pre- 
dominantly by a machine-produc- 
tion method. It is an oxy-acetylene 
process in which the rail sections 
obtained from the steel mills are 
butt-welded together under consid- 
erable pressure at a machine setup 
and then hauled to the site of in- 
stallation in long rail sections. This 
method was developed by the Ox- 
weld Railroad Service Corp., a divi- 
sion of Union Carbide & Carben 
Corp., and now bears the service 
mark “Ribbonrail.” 

Just recently continuous welded 
rail seems to have moved into the 
third stage of industrial develop- 
ment; for several railroads already 
have indicated that they intend to 
make all future installations in con- 
tinuous welded rail instead of the 
smaller rail sections. 

Welding also has become an im- 
portant process in maintenance and 
continued on page 169 


IN THE PROCESS INDUSTRIES” 2 


fost Weiters— 


FILL IN 
MILLION DOLLAR 
ORDERS FOR 
CHEMICALS AND 
RAW MATERIALS. 


tailllig) 


Working-level technical men who make up the specifying 
teams in the process industries are shrouded in secrecy. Inac- 
cessible, even when known to your salesmen, these ghost- 
writers of million dollar orders are your most important 
prospects. Their specifications emerge as purchase orders for 
chemicals and raw materials 


CHEMICAL MATERIALS CATALOG’s 16,000* copies get 
through to these key behind-the-scenes men—technical direc- 
tors, chief chemists, research and development men, etc. They 
and their thousands* * of associates—use CMC the year round 
as their detailed buying and specifying guide. CMC is the 
ONLY source of complete information on commercially 
available chemicals and raw materials. Your sales literature, 
cataloged in CMC, reaches more than 10,000 plants that 
make up this potent market at low cost—with no waste. 


Be sure you have the Jatest process industries 
marketing facts before completing your 1953 
budget. Call or write your Reinhold Catalog 
representative for up-to-date data now. 


*Guaranteed distribution, 1953-54 edition, 16,000. 
**Records show an average of 5 users per copy. 


REINHOLD PUBLISHING CORPORATION, 330 W. 42nd ST., NEW YORK 36, N. Y. 


Chicago * Cleveland * Buffalo * San Francisco * Los Angeles * Seattle * Dallas » Denver 
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oly EDITORIAL LEADERSHIP 
such outstanding LEADERSHIP 


xen 


EDITORIAL LEADERSHIP PLUS SUPERIOR “QUALITY-READER” 


PUTMAN PUBLISHING 


Publishers of FOOD PROCESSING and CHEMICAL PROCESSING 


NEW YORK CLEVELAND DALLAS DETROIT ROCHESTER 


38 /Iindustr a1 Marketing 








SOOCSOSOCOOE OOS OL OEES SEE SESOESESEOESESS OSES ESOSEEE SESE SESE E SOS EOESOESSOESEESEESSESSOSOESEEEHESOESSESOEEEESEEONOSEESOOSOEEOEEOS 


can create 


mn “Quality-Reader’ RESPONSE 


CHEMICAL PROCESSING outproduces all other chemical 
magazines in ‘“‘quality-reader’’ response from key manage- 
ment men. 


This is logical, for— 
Editorial Excellence is the prime prerequisite before 
leadership in readership can be achieved . . . 

..and exceptional ‘“‘quality-reader’’ response is 
impossible unless superior readership has been 
achieved. 

This basic formula...and this alone... builds 
superior advertising values. 

No ‘“‘finely spun theory’’ can substitute for such 
“proof of readership through performance.’ 


What is “best editorial’? Can you tell? 


If you judge magazines by their editorial 
content, you'll want to read these helpful 
‘aids to advertisers’ ’— 

a. How to Buy Better EDITORIAL VALUES 
. . a handbook of vital facts often 
“‘avoided’”’ . . . digs deep into what 
top-flight industrial buyers actually 

DO read, and why. 


b. Audits of KNOWN Readership... not 
“readership study’’ reports, but actual 
audits of KNOWN ACTION of readers. 


Ask for either, or both, by name. No charge. 
Write address below. 


RESPONSE EQUALS SUPERIOR ADVERTISING VALUES eseeeeceeeseeeeeeeeeeeeeeeeeeseesesesesee 


Creators of PUTMAN-STYLE Magazines 
* O M Pp A N Y . «+ terse, vital editorial; “hand-picked” cir- 
culation; square, high-visibility format; quality 
dership; h READER ACTION 
111 East Delaware Place; Chicago 11 Pelee aeeae 


LOS ANGELES PORTLAND SAN FRANCISCO ST. LOUIS ATLANTA 
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WHO SPECIFIES MATERIALS, PARTS AND FINISHES? 


1S HE AN ENGINEER? 


YY 


1S HE A METALLURGICAL OR 
iS HE A PRODUCTION MAN? CHEMICAL MAN? 


Titles do not reveal whether or not a man spe- 
cifies materials, parts and finishes. In hard- 
goods plants, members of several title groups 
cooperate to select and specify your product. 


MATERIALS & METHODS, devoted exclu- 
sively to the materials problems of product 
design and manufacture, attracts from each 
technical title group only those who are re- 
sponsible for materials-specification. 

MATERIALS & METHODS’ 21,000 paid 
subscribers constitute the world’s largest con- 
centrated audience of materials specifiers. 


a J 


1S HE A TECHNICAL EXECUTIVE? 


THE MAGAZINE OF MATERIALS ENGINEERING A REINHOLD PUBLICATION 
: 330 West 42nd Street 


Devoted to the Materials Problems of Product Design and Manufacture New York 36, N. Y. 
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fo management ..a symposium 


Talk to sales management informally, get 
them into the act, get them to suggest and 
contribute to your advertising program. 
And do it throughout the year, not just 
at budget time. Those are the lessons 
stressed by several advertising managers 
who learned the hard way . . by experi- 
ence . . and who outlined their thod 
in a panel di i P d by the 
Chicago Industrial Advertisers Association. 
This is what they said. 











Nelson McGuire said: 
Advertising Manager, 
A aft Mw. 


Steel Div.. 
American Brake Shoe Co., Chicago. 





® OUR FINAL budget presentation is 
made in the football season and we 
have learned, like the football pros, 
that sometimes it’s smarter to pass 
than to carry the ball yourself. 

Carrying on the anaiogy, I can 
say that I want to be the quarter- 
back . . and since it’s my ball I can 
get my way on that point. The prod- 
uct sales managers are the half 
backs and that fleet left end is the 
vice-president of sales. Let’s put 
the agency over the ball with its 
backside exposed. 

Here’s the play: once the ball or 
the budget is snapped to me, I lat- 
eral it over to the respective prod- 
uct sales manager who passes it on 
to the sales vice-president who 
scores the touchdown. 

During September and early Oc- 
tober, the agency and I set up meet- 
ings with each of the product sales 
managers. We work so closely with 
them and hold so many meetings 
during the year that this budget 


session is just another very informal 
bull session. We ask a lot of ques- 
tions, probing into his ideas and 
his plans for the coming year. We 
bring up some of our own ideas and 
see what reaction we get to them. 
We discuss the markets and how 
they look to us. All the way through 
we keep it very informal so that he 
feels free to open up. 

From these sessions then, we go 
on to prepare a typewritten paper 
analyzing our markets, our position 
in the market, our competitors’ posi- 
tion, and the job we have to do. 
This proposed budget is then pre- 
sented to the product sales manager 
and because it is a rehash of our 
informal session, he generally ap- 
proves of it since most of it is his 
own idea. 

When I first came to work for 
Brake Shoe and the Amsco Divi- 
sion, the budget 
meeting attended by the product 
sales managers, the chief engineer, 
the chief metallurgist, the vice-pres- 
ident of sales, the executive vice- 
division president, 


session was a 


president, the 
and anyone else who might show a 
slight interest. These sessions lasted 
all day and the advertising manager 
and the account executive sat 
through two packs of cigarets, ten 
fingernails and a series of squabbles 
waiting to get whatever was left at 
five o'clock. 

And we had squabbies. One prod- 
uct sales manager always wanted 
his share based on his sales even 
though his product didn’t need or 
lend itself to merchandising and ad- 
vertising on a scale with the others. 
Another one talked, in front of the 
president and executive vice-presi- 


December « 1952 


esd 


Industrial Marketing 


dent, of the terrific job which he 
had done. Still another, the rat, 
used to bring up that one ad we had 
run that he thought smelled, and it 
probably did. Well, anyway, we 
had this before us so we knew what 
not to do. 

Going back now to our present 
practice, we have 
budget to the product sales manager 
and have his approval and what is 
more important, his backing. 


presented our 


After the various budgets are as- 
sembled, we next set up another in- 
formal session with the vice-presi- 
dent of sales. When questions come 
up we are able to say that the prod- 
uct sales manager has approved this 
or recommended that. If this doesn’t 
satisfy the vice-president, he may 
phone the sales manager and they 
settle the whole thing there and 
then. At any rate, he wants to 
help his sales managers to do the 
best job possible and usually goes 
along with it. 
lucky to 
have a vice-president of sales like 


Perhaps we are very 


ours, because from this session on, 
In our 
final session, which is the big “if,” 


he really carries the ball. 


we present the budget to the presi- 
dent and executive vice-president 
When we complete the formal pres- 
entation and read that line that says 
“Total,” we look to the sales vice- 
When he turns to the 
president and says, “Bill, I’ve been 
completely program. 
There’s no water in it and it’s what 
we need.” . . Brother, you're in. 
Last year, following this passing 
attack, our budget was approved 
over drinks in the club car of the 
Century and if you can think of a 


president. 


through this 
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How we present budgets to managemen:: 


better place to hold a budget ses- 
sion, I'd like to know about it. 


Ivan A. Dickey said: 
Assistant Sales Manager, 
Indiana Steel Products Co., Chicago. 


® OUR COMPANY is relatively small. 
We sell a technical product to the 
electronic industry and we are in 
the process of expanding our sales 
to industry generally. Our space 
advertising has served and we plan 
for it to continue to serve an ex- 
ploratory function. It aims at un- 
covering new areas of interest in 
our product and establishing our 
company as the logical source for 
prospective users. 

Our advertising budget is not very 
large under $40,000 . . so our 
rather simple approach may pos- 
sibly resemble those of other ad- 
vertising departments. 

Fortunately I work for a company 
with a management that I think is 
unusually appreciative of the part 
advertising and sales promotion can 
play in a marketing operation. And 
the duties I have acquired are both 
in the advertising field and in actual 
sales. This has at least one advan- 
tage. I have a pretty good idea of 
how effective our advertising is be- 
cause of frequent face-to-face con- 
tacts with our customers and daily 
And I am 
close enough to the management of 


work with our salesmen. 


the company to know company ob- 
jectives, to have a pretty good idea 
of how they expect these objectives 
to get accomplished, and how much 
money this should cost in relation 
to the over-all sales-expense 
Another thing that we are sure 
helps minimize year-end budget 
problems is preparatory work done 
during the year. We make quarter- 
ly reports to management and the 
sales group showing the effective- 
ness of the various phases of our 
advertising program. These reports 
show the number of new customers 
which have been entered on our 
books, the dollar volume received 
from these new customers, and 
whenever possible, whether our first 
contact with these new customers 
was made through space advertis- 
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ing, trade shows, or through direct 
contact by our salesmen. 

These reports also show the num- 
ber of inquiries and requests for 
literature that have been received 
as a result of advertising and the 
media which produced them. We 
also prepare a report on each trade 
show at which we exhibit. This re- 
port covers the effectiveness of the 
show generally, activity at our dis- 
play, and an evaluation of the quan- 
tity and quality of the requests for 
information which we received at 
the show. 

These reports keep the manage- 
ment of our company informed of 
the operation of our advertising 
program throughout the year. De- 
cisions to enter specific publications 
and specific trade shows are often 
made informally during the year. 
All of this builds and maintains 
unanimity among the sales group 
and management. It serves to: 

1. Coordinate advertising and 
sales, make advertising accomplish 
specific objectives. 

2. Keep management informed 
and sold on the effectiveness of the 
advertising program during the en- 
tire year . . not just during the pitch 
for a new budget. 

Working with these two objec- 
tives minimizes the number of dif- 
ficult decisions that must be made 
at the end of the year when the suc- 
ceeding year’s budget is up for dis- 
cussion. We have a pretty good idea 
of how effective the money spent in 
this year’s budget has been. And 
through our regular reporting, man- 
agement has been informed of the 
results of all phases of our program. 

Our budget, when presented, is a 
“task budget.” We outline what our 
advertising and sales promotion is 
expected to do and then itemize the 
cost of the various techniques which 
If we know of 
special projects which will be re- 


we expect to apply. 


quired during the year, these proj- 
ects are set up in the budget. 
Our budget is detailed . . broken 
down roughly as follows: 
1. Space advertising: trade pa- 


pers, directories and production 


costs 


2. Sales promotion: catalogs, engi- 
neering manuals, direct mail, han- 
dling requests for literature, trade 
shows, displays, sales meetings, mis- 
cellaneous. 

3. Salaries. 

We must admit that this total ad- 
vertising and sales promotion cost 
figure is not entirely the unqualified 
result of an analysis which deter- 
mines how much it will cost to ac- 
complish the task set for it. This 
total amount it qualified to an ex- 
tent by such things as availability of 
materials, total sales cost, etc. 

So, in this preamble to our budget 
we not only outline the objectives 
we have set up for our program but 
we try to justify the total cost of the 
program in terms that are meaning- 
ful to management. We try to re- 
late it to availability of materials . . 
an important thing in our business 
where shortages of basic raw ma- 
terials may seriously limit our sales. 
We also relate this projected ex- 
penditure for advertising and sales 
promotion to total sales cost. We 
feel that advertising is a function of 
sales and it seems logical that the 
amount of money spent for over-all 
sales should be related to the 
amount we spend for advertising. 

One more step. Flexibility is im- 
portant in making an advertising 
program work efficiently. If, during 
the year, unanticipated projects 
come up, we present a special ap- 
propriation request which is con- 
sidered over and above our regular 
budget. 


Ray M. Wall said: 
Advertising Manager, 
Shakeproof, Inc., Elgin, Ill. 


® weE have taken a leaf from the 
book of leading consumer goods ad- 
vertisers for selling our advertising 
program to management and the 
salesmen. We use all the advertis- 
ing and promotional know-how of 
our combined advertising team to 
sell the advertising program to 
everyone who stands ta benefit by 
its success! 

That certainly includes our top 
executives, board of directors and 
the sales organization, as well as 





other groups within the company. 

We make dramatic and colorful 
displays and slide films to build en- 
thusiasm in the ranks for our ad- 
vertising. The sales-advertising ob- 
jectives are clearly stated, product 
line sales features are reiterated, 
past advertising is reviewed and the 
proposed program is presented with 
details of design, coverage and ef- 
fectiveness emphasized. Finally, we 
summarize our advertising objective 
in terms of achieving the company’s 
sales goal. 

There are many details of pre- 
senting the advertising program to 
management which have not been 
included in this report. Our prob- 
lems are not too different from 
every other industrial advertiser’s. 
Our budget is closely watched; our 
plans are subject to approval of 
vice-presidents, marketing managers 
and sales managers; our choice of 
media is always a fair target from 
within, as well as from those out- 
side this company. 

We sincerely believe this glam- 
our-presentation of Shakeproof ad- 
advertising is a major factor in 
making our management and sales 
organization “advertising-minded.” 


Raymond P. Wiggers said: 
Advertising Manager, 
Frank G. Hough Co., Libertyville, Ill. 


® WHEN I was assistant advertising 
and sales promotion manager at 
Towmotor Corp., Cleveland, I had 
the unique . . but wonderful . . ex- 
perience of serving under two dif- 
ferent advertising managers. Both of 
these men taught me a great deal, 
yet they were exact opposites in 
temperament, technique and_ phi- 
losophy . . and particularly in their 
budget presentation methods. As 
you might guess . . their respective 
fortunes in selling the advertising 
budget to management were as far 
apart as the two poles. 

The first man relied upon his tab- 
ulation of estimated expenses plus 
his complete knowledge of advertis- 
ing philosophy and experience. This 
man really knew advertising, too! 
Yet he compietely overlooked the 
president’s ability to interrupt his 
very best arguments and to com- 
pletely confuse the issue. The re- 
sult . . a long, violent argument and 
a drastically reduced appropriation. 


The second man developed a de- 
tailed proposal commencing with the 
previous year’s results followed by 
an analysis of objectives and then a 
concise description of how he in- 
tended to achieve those objectives. 
As he had in the previous year, the 
president took one look, that devil- 
ish gleam entered his eye once again 
and he said, “I don’t believe we've 
decided yet how much we want to 
spend on advertising this year.” 

But my boss who had just come 
out of the army with the rank of a 
colonel was ready. “If you will 
just sit back and be quiet,” he said, 
“T'll read this to you. Then you can 
ask all the questions you wish.” If 
you are surprised that this ad man- 
ager didn’t get thrown out of his job 
your reaction matches my own at 
that time. Not only did he read that 
proposal out loud for the next 45 
minutes, but when he finished the 
president swiveled toward the vice- 
president and said, “That’s the best 
d—n presentation I ever heard. It’s 
OK with me 100%!” 

There’s a sequel to that story 
right in my own backyard at the 


Frank G. Hough Co. I’m not a 
colonel . . I'm soft and I couldn’t 
talk to my president that way if I 
tried. But when he picked up my 
first carefully conceived proposal 
containing several months of hard 
work, thumbed through it without 
reading and said, “How much does 
it come to?” I recognized a crisis 
that had to be met. 

“Look, Mr. President,’ I said, 
“T’ve spent a lot of hard work build- 
ing up this presentation in its proper 
sequence. When your salesman goes 
out to sell a ‘Payloader’ you don’t 
expect him to start out by saying, 
‘This Payloader costs $10,000.’ In- 
stead you want him to tell the pros- 
pect what it will do for him. I’m 
selling advertising and first I would 
like to tell you what it will do for 
you. I'd like to read this out loud 
if I may.” 

Since I’m telling this story, you 
can guess the result. In my total 
experience, four budget presenta- 
tions have been read out loud per- 
sonally; three have not. The score: 
four approved budgets; three re- 
duced budgets! 

















“I'm applying for that job as a really high-type copywriter.” 
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Business publication ad lands 


200 


INDUSTRY 





Results . . 


® AN INDUSTRIAL advertising man- 
ager who can point to a 271° sales 
increase during the first year of ad- 
vertising for an old product has 
proved the worth of industrial ad- 
vertising 

Yet J. A. Duvall, advertising su- 
pervisor, A. O. Smith Corp., Mil- 
waukee, went even further. He was 
able to trace $80,000 in orders from 
one new customer alone directly to 
No per- 


sonal sales contact had been made 


a business publication ad 


with the customer, a metal fabrica- 
A.O 
Smith simply received an invitation 
from the fabricator to bid on 144 


tor, for 15 months previously 


welding machines, of the model that 


135 
141 


A.0.SMITH 


170 


had been advertised. The company 
made a telephone call to the cus- 
tomer, sent in its bid, and a little 
more than a week later the bid was 
accepted . . without an invitation fo1 
a personal solicitation 

What kind of ad was this that 
pulled so dramatically? A regular 
case-history, with a large photo- 
4,000,000 
No shut- 


The ad, a single 


graph and the headline. . 
pounds of weld metal 

down in 2 years.” 
page in two colors, appeared in Iron 
Age and Welding Engineer, and was 
repeated once after a three-months’ 
interval. Apparently the repeat did 
the trick, for the invitation to bid 


was received a month later 


The A. O. Smith welding products 
division has pioneered in the de- 
velopment of welding techniques 
and equipment, and for many years 
has been a prominent user of weld- 
ing in its own metal fabricating 
plants. The first coated electrode 
used in the U.S. was a company de- 
velopment. Through the years a 
good sales volume has been built 
But A. O. Smith 
originally built 
to exacting standards for internal 


up on electrodes. 
welding machines. . 


. had never previous- 
Even 


company use . 
ly been actively promoted. 
the company’s regular electrode 
customers seldom knew that entire 


welding machines were available. 





The company therefore decided to 
capitalize on its electrode reputation 
and aggressively go after welding 
machine sales. It timed its cam- 
paign to coincide with a new line 
of DC rectifier welding machines 
that would be ready for announce- 
ment mid-way in the advertising 
program. The sales objective was 
a simple, three-part proposition: sell 
welding machines; sign up more 
distributors to do a better job of 
selling welding machines; get sales- 
men to sell welding machines as 
well as electrodes. 

Advertising’s part in the selling 





welders 
welders! 





Two Phases .. Accordingly, the 
campaign was planned to cover two 
phases of promotion during the year. 
In the first phase, because of budget 
and equipment limitations in the 
first six months, the company used 
only one business paper . . cover- 
ing the welding field vertically 
and one metalworking publication 
. . giving horizontal coverage at ad- 
ministrative and operating manage- 
ment levels. These ads told the 
company’s “competitive advantage” 
story. 

The second phase of the advertis- 
ing program, beginning in the mid- 


Which to Use 


Ad AO Seth, world's leading wx okkng os 2 








$80,000 ad . . This ad pulled invitation 
to bid ilting later in $80,000 order 


res 


program was to help do all three 
things. In addition, advertising was 
to make the readers aware of the 
competitive advantages of the com- 
pany’s brand, as well as the com- 
pany’s qualifications as a manufac- 
turer of quality equipment. 

Perhaps the most important single 
objective of the advertising program 
was to spearhead the announcement 
of the new line of DC welders. It 
offered the company’s own experi- 
ence as a major user of welding 
equipment, to assist customers in 
determining whether the new DC or 
the older AC welding machines 
should be used for given applica- 
tions. 





Problem . . Question in this headline 


was stopper . . important buyers. 


dle of the year, doubled the number 
of pages by adding a second publi- 
cation in each field for welding ma- 
chines Factory Management & 
Maintenance and Industry & Weld- 
ing. It started with an announce- 
ment of the new DC rectifier weld- 
ing machine. Three months later, 
“service” ads appeared in all four 
publications. These ran monthly for 
the remainder of the year . . fea- 
turing headlines such as . . “AC or 
DC .. which to use? Ask A. O. 
Smith, world’s leading user of weld- 
ing as a production tool.” Special 
positions were used in several in- 
stances. The company bought the 
back cover of one of the publica- 


tions. Two-color page ads were 
used throughout the campaign ex- 
cept for the initial announcement 
ad, which was a two-color spread. 


Distributor Tie-In . . The an- 
nouncement ad listed the name and 
address of each distributor who 
agreed to stock welders by the time 
the initial ad in the series appeared. 
Purpose of this was to get immedi- 
ate and thorough distribution of the 
new machines. The key line was 
.. “Ask the A. O. Smith distributor 
near you for a demonstration.” 

To line up the distributors, each 
was contacted personally by the 
sales manager, J. W. Spoor. He 
showed them a layout and copy of 
the ads and signed them up on the 
spot. All the key distributors went 
along with the promotion. 

All the ads in the progrem sought 
from management men 
rather than the men operating weld- 
In an attempt to get 
top quality inquiries, no coupons 


inquiries 
ing machines 


were used. 

To supplement other means of 
communication between the compa- 
ny and its distributors, A. O. Smith 
encouraged visits to its plant. Dur- 
ing the year, several meetings took 
place at Milwaukee headquarters. 
Distributor tours were conducted 
through the welding laboratories, 
fabricating plants employing weld- 
ing, and the manufacturing plant for 
the welding machines. Engineers 
were on hand to point out the design 
features of the 
company’s welding machines, and to 
conduct demonstrations. 


and_ construction 


Movie Helps Distributors . . To 
back up the distributor promotion, 
the company produced a 16mm 
sound motion picture in full color 
during the year. This told the story 
of A. O. Smith's part in the develop- 
ment of welding techniques and 
equipment. It showed the welding 
laboratory, the many operations at 
the company where welding plays 
a vital part, as well as the product 
in actual use under severe produc- 
tion conditions. 

The film was shown to distribu- 
tors during the year, and to major 
customers with whom the company 
Also, the film was 
made available for use by distribu- 
tors in selling their customers. 


deals directly. 


continued on page 169 
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top 


a monthly 





management 


forum 


Watch your competitors, but let needs 


and problems decide sales methods 





M t lly avoids merely copying what competitors are doing in product 


design, product selling and product promotion. 
keep a sharp eye on activities of competitors. 


At the same time, management tends to 
With the prospect of harder selling and 


sharper competition ahead, Industrial Marketing asked a group of top executives these 


questions: 


How important do you believe it is to keep watch on your competitors? How do you 
keep track of their various activities? What types of activities do you watch? 


The answers, which came from executives in a wide variety of industries, were as follows: 





George S. Case, Jr. 


ry 


® NOT TO BE aware of competitors’ 
activities in our industry would be 
impossible. Reports from men in 
the field reflect daily the activity 
of one or more of our 100 com- 
petitors in the bolt and nut industry. 
We see 
their 
product with ours, try to figure their 


watch 
their 


their advertising, 
packaging, compare 


sales policies (if any), compare 
financial statements where avail- 
able, note the line of their expan- 
sion or diversification. 

We feel that there are many ad- 


vantages in this. Every American 


46 /incu trial Marketing 


enjoys competition, therefore wants 
to match his progress with that of 
his competitors. Our competitors 
needle us to our best efforts. We 
hope we do the same for them. This 
desire to outdo the other fellow has 
made possible the American stand- 
ard of living, protected America 
against aggression, and only com- 
petition will keep America healthy. 

In my opinion, most companies 
watch the other fellow so that they 
can learn from his success and 
failures. 
to start where the competition left 


Quite often it is possible 


off and thereby gain an advantage. 
Since the competitors are doing the 
same thing to you the net gain is 
Product design, service, 
internal 
economies of organization and pro- 


reduced. 
economies to customer, 
duction are all points that can be 
watched 

Any competitive advantage gained 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


is apt to be of short duration. The 
whole industry gains in the long 
run as it learns from and probably 
improves on the new idea. The 
economy gains as new products are 
added or old ones made cheaper 
and easily available. 

Of course, one must watch the 
competition. 


Robert L. Chambers 
President 


Magna Engineering 


® CONSTANT awareness of competi- 
tive activities, and prompt reaction 
when necessary, are obviously vital 
to the success of any company. 

Insofar as research and design of 
new products are concerned, we be- 
lieve it is equally important to avoid 
a defensive attitude. The company 
which is constantly following the 
latest moves of its competition is 
likely to lag behind in sales and 
public esteem as well. 

Consequently, in our research and 
development, we try to keep our 
attention on basic unsatisfied needs 
of potential customers rather than 
on the latest moves of competitors. 
A clear conception of need requires 
a clear conception of competitive 
products, of course, but it is im- 
portant that this knowledge not be 
permitted to guide thinking into 
conventional channels which can- 





not produce a basic contribution. 

A case in point is Magna Drill, an 
industrial drilling machine intro- 
duced to the market by our or- 
ganization this year. When devel- 
opment work started, our engineer- 
ing department did not set out to 
design a better drill press. If they 
had, it is unlikely that they would 
have been able to produce anything 
much different or better than those 
already designed by the engineers 
of our leading competitors. 

Instead, they addressed them- 
selves to the problems of multiple 
drilling in industrial plants. Then, 
without specific reference to any 
existing product, they set out to 
design the best possible machine 
for certain common types of indus- 
trial drilling problems. 

The result was a machine which 
resembled an industrial drill press 
in many respects but which had so 
many basically different features 
that it was really a new type of 
machine tool. Then, but not until 
then, it was checked exhaustively 
against the functions and features of 
all competitive machines. Initial re- 
sults indicate’ that we are in a far 
better position with this product 
than we would have been if we had 
introduced another drill press with, 
at best, a few superior features. 
Yet this is what we would almost 
surely have had if we had let com- 
petitive thinking guide ours. 

The same situation prevails in the 
sale as well as the design of prod- 
ucts. It is frequently necessary to 
counter competitive changes in 
prices or distribution practices, but 
emphasis should be placed on the 
establishment of leadership through 
new, fresh thinking. 

This is really a matter of man- 
agement point of view and certainly 
does not diminish the need for ac- 
curate knowledge and frequent ap- 
praisal of competitive action, but we 
believe it is very important. 


G. E. Halpin 
Executive 
Vice-President 
Minnesota 

Mining & Mfg. Co. 
St. Paul 


® WHILE we have great respect for 


our competition and watch it close- 
ly, we conceive our main job is to 
give our customer a quality of 
product at a fair price with a sell- 
ing service that will convince him 
he is better off in having us serve 
him than some competitor. 

We educate ourselves to sell a 
result rather than so many product 
pounds or so many yards at a price. 

Keeping ahead of our competitor 
is a continuous challenge and, while 
price is a factor, quality and service 
are of transcending importance. 


Hamilton Merrill 
President 

Manning, Maxwell 
& Moore 


Stratford, Conn. 


®@ WE FEEL that it is important to 
observe continually the activities of 
those companies manufacturing 
products competitive to our own; 
first, as a measure of our own per- 
formance, and second, to be aware 
as soon as possible of any temporary 
advantage which they may acquire. 

One of the worst things that any 
business can do is to fall into the 
habit of copying or following its 
competitors. It is equally fatuous 
to assume that your own company 
knows everything worth knowing. 
Keen, intelligent competition is one 
of the finest stimulants to the suc- 
cess of your own business, of which 
I am aware. Accordingly, we con- 
tinually endeavor to study the new 
developments brought out by our 
competition . . their merchandising 
methods and manufacturing tech- 
niques. 

We are always ready to exchange 
visits with any of our competitors 
for the purpose of discussing oper- 
ating philosophies and methods. As 
a rule, when we do obtain a com- 
petitive advantage by a new prod- 
uct, it is not too long before our 
competition starts to follow suit. 

On occasion, we have gained a 
competitive advantage. For ex- 
ample: in the development of our 
‘Budgit’ Hoists we conceived the 
idea of using a low cost, volume 
produced electric motor, so that the 
Hoists could be sold at a low price 


for general industrial use. At the 
same time, we introduced new mer- 
chandising methods to sell the 
Hoists, which have given us a pre- 
ferred position in this type of busi- 
ness. 


J. H. Beardsley 
Vice-President 
Bryant Chucking 
Grinder Co. 
Springfield, Vt. 


® ONE OF THE compelling reasons 
why our system of free enterprise 
in the United States is healthy and 
has accomplished great industrial 
progress is the stimulating effect of 
competition. I firmly believe that 
the anti-trust laws of this country 
as laid down over the years have 
set us apart from most other in- 
dustrial nations. Competition keeps 
all industry on its toes. It has been 
conclusively proved that competi- 
tion is an essential element in this 
progress. 

Our approach to new design, low- 
ering costs of our operations, and 
our sales approach are primarily 
motivated by our desire to solve our 
customers’ problems, give them im- 
proved quality, higher production 
and ultimately lower costs. In de- 
velopment of new machine tools, 
major design changes cannot be 
made continuously or quickly. Our 
long range program of development 
and design must be based primarily 
on new techniques and improve- 
ments in the manufacturing process 
which we can make available to our 
customers. 

Competition is a healthy catalyst 
to this end. 

However, this does include the 
necessity at all times of being able 
to properly gage the strength and 
planning of our competitors. Very 
properly, our field men and our 
engineers from the factory are con- 
tinuously watching the equipment 
that competition is putting into the 
field. They report any features of 
competitive products to us where 
competition may appear to have 
some advantages beyond what we 
offer. We would not welcome the 
position of being without healthy 
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competition 
With 


carry on a program based on the 


industrial advertising we 
education of our buying public to 
keep them advised of the art and 
knowledge which we possess that 
in many Cases 1S ahead of the tech- 
niques and equipment currently be- 
ing used in the field. 

It therefore follows that if re- 
search, machine design, marketing 
and advertising are motivated solely 
to answer competition this must be 
an admission of a defensive rather 
than offensive approach to the serv- 
ice one can furnish to industry 


Leland I. Doan 


® THE CHEMICAL industry has en- 


growth during 


Companies that 


joyed tremendous 
the past 15 years. 
comprise this industry are not truly 
competitive across their entire prod- 
uct lines, as is usually true in many 


fields Much of 


expansion has occurred in manufac- 


other chemical’s 
ture of new products, and has re- 
quired development of new chan- 
nels of distribution or the use of 
some with which we were previous- 
ly unfamiliar 

During this period, advertising 
has come to play an increasingly 
important part, as we have learned 
to adapt it to the solution of the 
new selling problems we constantly 
face 

Advertising’s most familiar role 
is the creation of demand for a 
product. In our business, this func- 
tion must often be performed at two 
or three levels in the channels of 
distribution or more importantly, 
must aid in the creation of these 
channels. Advertising success stories 
in this industry are many, but each 
has usually been tailor-made to the 
needs of a specific situation 

In a fast-moving business such as 
ours, the cautious may pay _ too 
much attention to his competition, 
and thus fail to care for his own 
needs. It has been our practice to 


review our competitors’ activities 


idustrial Marketing 


over a period of time to examine 
Aside 


from this scrutiny, we discourage 


the trend of his sales effort 


close attention to his programs 


John W. Humphrey 


® COMPETITIVE trends are always a 
prime concern to us, as well as a 
challenge 

It is our policy to look ahead as 
far as possible so that our company 
will have a definite and expanding 
future. To make this a reality, we 
believe it highly important that we 
keep current on product develop- 
ments which our competition is put- 
ting on the market. By keeping 
informed on activities of others in 
our field, we know our progress can 
match or excel that of others. To 
ignore competition is a complacency 
we cannot afford. 

Our sales force and field organi- 
zation are constantly alert, gather- 
ing information concerning other 
companies’ products and methods, 
so that Carey may benefit through 
new ideas and developments. 

One of the sources of this informa- 
tion is the trade show, where the 
latest improvements and discoveries 
in all lines are displayed. Also, our 
field force spends a _ considerable 
amount of time with industrial 
planners, architects, contractors, and 
manufacturers of all kinds to de- 
termine their labor costs and meth- 
ods, in order that we may find out 
compare with 


how our products 


competitive ones If the compari- 
son is unfavorable, they find out 
why and recommend changes in 
the product line to satisfy more 
nearly the customers’ requirements 

Finally, 
tually working on field assignments 
in both industrial and building ac- 
we attempt to keep con- 


through research . . ac- 


tivities 


stantly abreast of the need for 
changes in design, formulation of 
materials used in manufacture, 
changes in application methods, par- 
ticularly where such changes in- 


dicate a trend toward better market 


acceptance or lower application cost. 
As to the quality level of our prod- 
ucts in with similar 
products manufactured by compet- 
itors, it is our objective always to 


comparison 


maintain our product quality above 
average of competitive industry 
products. 

We keep track of what our com- 
petitors are doing product-wise by 
frequent purchases of their products 
and subjecting them to complete 
laboratory examination by our re- 
search division to appraise the com- 
parative quality level in relation to 
our corresponding products and to 
detect any advantageous develop- 


mental trends. 


Vernon D. Speer 


® AGGRESSIVE management is alert 
to the fact that a continual survey 
of competitors’ product lines and 
sales methods is a prime necessity 
for effective marketing. A critical 
comparison of their own products 
and sales methods with those of 
competitors must be made. 

The following criteria are exam- 
ined in their order of importance 
for each item of a product line as 
well as for the line as a whole: 1. 
availability, 4. 


quality, 2. price, 3. 


versatility, 5. distribution methods, 
6. advertising media, and 7. adver- 
tising effectiveness. 

Careful objective grading of one 
manufacturer's products in compar- 
ison with its competitors will re- 
veal many constructive approaches 
to increased marketing efficiency. 
This grading and evaluation may 
be done individually by responsible 
executives, or as a group in con- 
ference. But the importance of 
true objectivity in this product 
study cannot be over-emphasized, 
for biased thinking would complete- 
ly destroy effectiveness of this anal- 
ysis. 

It is not uncommon to uncover 
an entirely new market that has 
been previously overlooked by all 
producers of the product in ques- 





Editorial Leadership 


and 


BOSOM your best guides 
for judging any 


business publication 


MQrin@® ENGINEERING received 





over twice as many mentions as all other 
U. S. marine publications combined in 
Engineering Index Service’s latest quarterly 
summaries of current naval architecture 


and marine engineering literature. 


and here are MORE FACTS to prove 
M.E.’S ad vertising superiority 


¢ Paid Circulation Growth. Since the June 1952 ABC statement, 
paid circulation among shipbuilding groups has increased nearly 30% 
and it is up over 37% among independent naval architects. Among 
ship operating shore personnel, paid circulation has grown over 11%. 
The over-all paid circulation increase is 62%. Marine Engineering 
continues to give you the largest average paid circulation. 


¢ Coverage. Marine Engineering goes to shore personnel of every 
important ship operator—a total distribution of 1898, including non- 
subscribers. Likewise, every active shipyard, including small builders 
with Navy contracts, is covered with a total distribution of 1178. Inde- 
pendent naval architects, every one of whom is a paid subscriber, 
total 329. Total subscriber and non-subscriber distribution was 7776 
on October 10. 


Advertising Leadership. Out in front in advertising pages ahead 
of second marine publication by 67% for the first 10 months of 1952. 
The ten months 1952 gain over 1951 is more than three times the com- 
bined gain of all other marine monthlies 


For more details and a comprehensive view of the profitable marine 
market, write for latest report, ‘Selling the Marine Market.” Marine 
Engineering, 30 Church Street, New York 7. 


marin@® ENGINEERING 


a simmons-boardman publication 
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get into FACTORY 


... because the 


Plant Operating Group is more 


important in the buying of 


more products used in the plant. 


. . and because FACTORY 
concentrates all its publishing 
operations on reaching 
this Plant Operating Group .. . 
and does this job so well 
that more Plant Operating Men 
pay to read FACTORY than 


any other industrial magazine. 





FACTORY 


MANAGEMENT AND MAINTENANCE 
330 WEST 42nd STREET, NEW YORK 36, NEW YORK 


Member, Associated Business Publications 
Member, Audit Bureau of Circulations 
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The Plant Operating Group 








tion. We recently discovered this 
type of opening which materially 
increased yearly sales volume. De- 
sign changes are often indicated 
increase the 


With the last 


point in mind, engineering and pro- 


which will greatly 


product’s versatility 


duction departments should be rep- 
resented at a product evaluation 
conference 
Observation and evaluation of 
competitors’ products and methods 
has been of major concern to man- 
agement as long as goods have been 
produced and sold. The many facets 
of present day merchandising prac- 
tice make it even more important 


than in the past 


L. C. Beatty 


® wuHiLe the primary concern for 
all sales executives is to watch the 
prospective market for its needs and 
how to supply those needs, we feel 
that it is very necessary to keep 
Watch on our competitors for that 
market 

Weaknesses in competitors’ prod- 
ucts will very often lead to improve- 
Ments in one’s own products that 
Would not have been called to at- 
tention except by comparison or 
@ontrast, whichever the case may be 

Many times new needs are devel- 
oped in the customer market as a 
whole, of which one’s own custom- 
ers in the market are not yet fully 
aware. One's competitors may have 
discovered these, and his product 
changes will make these known. 

For these reasons, we watch the 
new products sections of the busi- 
ness papers covering our industry 
in the market we serve. In visiting 
customers’ plants, we look for com- 
petitors’ machines and when found, 
look them over for new designs in 
methods and materials 

Thus, while we feel that our cus- 
tomer market should dictate our 
policies for products, our competitors 
dictate our policies for our own 
improvements in methods and ma- 
terials, so we keep an eye on them 


s2 / u 11 Marketing 


® NO ONE can afford to ignore com- 
petition today. This is just as true 
in the machine tool industry with 
a backlog equivalent to a year or 
more of output as it is in other in- 
dustries 

Our company specializes in the 
manufacture of gear production 
equipment and we have always en- 
deavored to maintain leadership in 
this field both as to the design and 
as to the performance of our equip- 
ment. We recognize, however, that 
we have very able competitors and 
that no one ever has a monopoly on 
brains or ability. There is always 
the possibility that a competing 
manufacturer can develop a gear 
cutting machine, a gear finishing 
machine or gear checking equip- 
ment having better performance in 
some way or another than similar 
equipment which we may be mar- 
keting at the time. 

Obviously, if this should occur, 
it would become essential for us to 
develop and place on the market 
as rapidly as possible new equip- 
ment designed to re-establish our 
leadership in that particular phase 
of gear production equipment. 

There are many ways in which 
anyone can keep informed as to 
competitive developments. Fre- 
quently our own customers will tell 
us about them just as they will tell 
our competitors about new develop- 
ments which we are introducing. 
There are also the advertising and 
editorial pages of business publica- 
tions serving the markets common 
to ourselves and our competition. 
We watch these for news on new 
competitive products. 

We do not wait for competition to 
something 


develop or announce 


new, however. Leadership is not 
We are 
constantly carrying on development 
work on new equipment far ahead 
of the time when we will be ready 
to market it 


maintained in that manner. 


For instance, in the past two years 
we have introduced two radical new 


gear cutting developments. 

The first was a machine which 
shapes all the teeth of a gear or 
toothed part simultaneously. This 
machine reduced cutting time from 
many minutes to less than a minute 
per gear in most cases. 

The second was a new hobbing 
machine, the “Ultra-Speed,” just as 
far ahead of competition at the mo- 
Actually it is capable of a 
higher output rate than are the cut- 
ting tools available for use on the 
machine. Thus, while the machine 
already revolutionizes the hobbing 
of gears from the standpoint of time 


ment, 


required, its maximum potentialities 

are probably still in the future 
Nevertheless, 

fields covered by these two ma- 


even in the two 


chines, we cannot ignore competi- 
tion. It is always possible that 
someone else can develop even bet- 
ter machines which may render our 
machines obsolete. If this should 
happen, we naturally would not 
want to be caught with heavy in- 
ventories of castings, etc., for a large 
number of machines that can no 
longer find as ready a market. 


H. P. Mueller 


® THE AMERICAN way of business 
life is founded, of course, on our 
free competitive system. 

In an economy where our indus- 
trial progress has been accomplished 
and stimulated by this free competi- 
tive system with a minimum of gov- 
ernment interference we, of course, 
find it vital that we be well in- 
formed about competitive activity. 
This applies not only to product and 
marketing techniques but to pro- 
motional, sales efforts, research and 
modern methods of manufacture. 

It is always our desire to stay 
ahead of our competition rather than 
to follow them blindly. To this end, 
we plan our own activities far in 
advance of actual marketing of our 
products, recognizing at the time 
such plans are formulated that our 
competition is also progressive and 
that we must offer programs which 
will measure up favorably with any- 
thing that they have to offer. 











How to keep new customers 


on the path to your distributors 


It’s sad when your advertising gets an industrial buyer primed to buy 

...and then he buys somebody else’s product because he can’t find 

your distributor. Keep him on the direct path to your 

distributor and dealer outlets with Trade Mark Service in ‘ 

the ‘yellow pages’ of the telephone directory. pany ncapnen-renana pHa TUn) —~ 


Trade Mark Service displays your trade-mark or brand oe) 
a) | oc Be 





= 


name in the ‘yellow pages’ over a list of your local outlets. ue 


It can work for you across the nation... or in selected localities. 3% F reeglae pent 


EF 


“ae 


Ask the Trade Mark Service Representative how this 
identification service can be custom-tailored to your markets. 


Uiitjiifii 
“Eig 


x 


Call your local telephone business office or see the latest edition of Standard Rate and Data (Consumer Edition) 
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CUTS OUT BIG WASTES IN INDUSTRIAL BUYING AND SELLING 
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buyers are always seeking sellers 


eas i 


in fact, 9 out of 10O—result 


from action initiated by buyers. In most cases, 


Most industrial orders 


manufacturers’ catalogs are the buyers’ first-used 
source of information for comparing competing 
products and deciding whose salesmen to call in.* 
Here you have the cause and the cure for the 
waste in one-way marketing programs that are 
built on the single idea—more aggressive selling. 
Every day, thousands of sellers hunt for buyers. 
At the same time, thousands of buvers are hunting 
for the right sellers. Weeks are often wasted before 
they get together, simply because the information 
which would have put them in immediate touch 


with each other was not in the right place. 


This waste can easily be avoided. Catalogs can 





be placed in the hands of all important potential 
buyers and kept accessible in their offices so that 
they can be found and used instantly whenever 
buying needs arise. 

By this simple step, sellers can remove the road- 
blocks that hamper and delay buyers on their way 
to buy. Instantly accessible catalogs provide the 
missing element for effective two-way marketing, 
in which selling action and buving action combine 
to produce orders faster and at lower cost. 

Sweet's Catalog Service can help you apply the 
power of two-way marketing if your products are 
bought in any of the following markets: 

1. product engineering 3. general building 
2. plant engineering 4. industrial construction 


5. light construction 


*You can confirm this by observing buying practice in your own company. See also NIAA Survey of Industrial 


Buying Practices, 1949. Available from NLAA for $10.00. Free Digest on request to Sweet's Catalog Service 
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designers, producers and distributors of 


Sweet’s Catalog 
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DIVISION OF F. W. DODGE CORPORATION 
119 WEST 40TH STREET © NEW YORK 18, N. Y. 





here’s how Sweet's 
can help you harness 
the power of the 
TWO-WAY system of 
marketing 


Manufacturers who wish to do 
so can utilize Sweet's experi- 
ence and facilities in meeting 
any one or any combination of 
these five basic catalog needs: 


catalog design 


to provide the specialized in- 
formation needed by buyers in 
specific market groups, make 
this information easy to find, 
and prompt the desired buying 
action. 


catalog production 


to meet quality standards at 
reasonable costs. 


catalog market coverage 
to reach all important poten- 


tial buyers, to the point of 
diminishing returns. 


catalog accessibility 
to capitalize buying interest 
immediately. 


catalog coordination 
to improve performance of the 
catalog, along with that of ad- 
vertising and personal selling, 
in an over-all marketing plan. 


Service 


Detroit 

Los Angeles 
Philadelphia 
Pittsburgh 
St. Lovis 


Boston 
Buffalo 
Chicago 
Cincinnati 
Cleveland 





(Advertisement) 


buy from us 


Thousands of ready-to-buy prospects are always looking 
for suppliers to whom they can give orders. 


By F. L. Jackson, 


Advertising Manager, Grinnell Company, Inc. 


Our next year’s business will come 
from people who are going to buy 
pipe fittings, pipe hangers, unit heat- 
ers, valves, or fire protection equip- 
ment—from someone. Naturally, we 
want that “someone” to be Grinnell. 

Of course, we are going to adver- 
tise in business publications and via 
direct-mail to tell as many potential 
buyers as we can reach that Grinnell 
makes all those things. We will tell 
them over and over again why they 
should buy these products from 
Grinnell. 

But that is not all. 

We will place catalogs of our va- 
rious products in the hands of thou- 
sands of potential customers so that 
whenever they want comprehensive 
information and technical data, they 
can find it without delay and with 
almost no effort. 

Why do we send out this kind of 
product data before prospects ask 
for it? Doesn’t this tend to short- 
circuit requests for catalogs that we 
could use as sales leads? We don’t 
think so. 

Many prospects won’t write for 
catalogs —especially those who are 
not ready to talk with the sales rep- 
resentative who will follow up the 
inquiry. Also, we think we stand a 
better chance to make a favorable 
sales contact at the prospect’s invi- 
tation, after he has had the oppor- 
tunity to study our product in some 
detail. 

It is reasonable to suppose that 
you can get more orders, faster and 
at lower cost, if you meet your pros- 
pective customers half way. You do 
this by removing all possible hin- 


drances to buying. We don’t believe 
in making it any harder than neces- 
sary for a cash customer to find out, 
through adequate product informa- 
tion, that we have what he 1s look- 
ing for. That is why Grinnell invests 
a good part of its marketing dollars 
in catalogs, and in getting them into 
the hands of prospects where they 
will do some good. 

Most of our catalogs are specially 
designed for certain markets. Some 
we distribute individually and others 
we send out in pre-filed form through 
Sweet’s Catalog Service, where the 
markets served by Sweet's coincide 
with ours. This pre-filed distribution 
(in bound collections of manufac- 
turers’ catalogs) gives us good as- 
surance that our catalogs will be 
kept and used. The fact that we have 
used Sweet’s service for 35 years is 
a measure of the importance we 
attach to getting the best possible 
performance out of our catalogs 

It should be pretty obvious that 
the easier you make it for your prod- 
ucts to be bought, the easier they 
are to sell. Maybe it would be more 
accurate to say that it makes them 
less difficult to sell 
body who has been at it even a short 


because any- 


time knows that marketing to in- 
dustry is never easy. About the best 
you can do is to figure out ways to 
cut down some of its inefhciencies 
and some of its cost. 

In our opinion, better distribution 
of product information, so as to an- 
ticipate the needs of buyers who are 
looking for suppliers, offers a big, 
practical step in this direction. 
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Heavier 
Press Fits 
issue of Machinery stressed preci- with 
HYATT 
HY-LOADS 


Precision . . Product vs. Use 








® BOTH OF THESE ads in the same 


sion. Hyatt Bearings Division, Gen- 
eral Motors Corp., Harrison, N. J., 
stressed a product feature the 
way the bearing is put together 

to permit greater precision. Fafni 
Bearing Co., New Britain, Conn 
used a customer case history to 
show bearing precision in use 


These are not the only differences 


in the ads Can you spot the othe: Eke simplest way to mount hard surfaced race with a ductile 


differences that made one ad attract 
three or four times as many read- 


ers* Which ad attracted more? 
See page 120 


bearing inner races is by prers 
fitting. Hyatt Hy-Load Roller Bear 
ings are designed and constructed 
to permit relatively heavy press or 
shrink fits of races—fits sufficient 
fo retain races properly without 
resorting to auxiliary devices such 
as snap rings, lock nuts or keys 
This is possible beemuse Hyatt 
Hy-Load races are m from car- 
burizing type stects, carburized 
and heat treated to provide hard. 
wear resistant, casc-hardened sur 


faces with tough ductile cores. A 


core permits heavier press fits 
than » through hardened race 


The hazards of slippage, cock. 
ing or eccentricity. always present 
with loose fitting races clamped 
endwise, are avoided when races 
are property, press fitted 


For more information about this 
and many other features of Hyatt 
Hy-Load Roller Bearings. write for 
Catalog 547. Hyatt Bearings Divi- 
sion, General Motors Corporation. 
Harrison, New Jersey 
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1933 AUTOMOTIVE 


GASOLINE ENGINES 





PRODUCTION, MATERIALS AND 
ANAGEMENT 
Set Bate 


SECTION 


... the SECTIONALIZED 
35th Annual Statistical Issue 
of AUTOMOTIVE INDUSTRIES 
to be published March 15th 


The popular A. |. Annual Statistical !ssue, published 
consecutively since 1919, is now of even greater 
importance to its readers and advertisers alike, be- 
cause its 130 pages of vital statistical data are 
SECTIONALIZED into four main classifications. 
Readers acclaim this new format, as indicated by a 
study made after the 34th Statistical Issue was 
mailed. Out of 859 replies to a detailed question- 
naire*, 783 or 91.3°%/, indicated they found the new 
sectionalized format easier to use for reference! And, 
in the same study... 


Nowhere else can automotive and aviation design, 
production and administrative executives obtain such 
complete, authentic data relating to their work. 
That's because it is their ONLY reference handbook 
providing them with authoritative specifications of 
cars, trucks, buses, tractors, aircraft, engines; plus 
production, registration and sales totals; and other 
vital information. It's small wonder that .. . 


The 35th Annual Statistical Issue is the most valuable 
advertising investment in the automotive and avia- 
tion manufacturing field. It penetrates this $21.3 
billion industrial market . . . reaches and influences 
14,508 manufacturing executives who comprise the 
buying power of 3,249 automotive and aviation com- 
panies ... at regular space rates. 


Closing dates for complete plates—February 25; for 
the four special sections—February |1. Ten days 
earlier for composition and proofs. Make your space 
reservation NOW. 


AUTOMOTIVE 


ae 


CHESTNUT AND 56TH STS. @) PHILADELPHIA 39, PENNA. 


*2000 questionnaires were mailed to subscribers at random. 


THE NEWS MAGAZINE OF AUTOMOTIVE AND AVIATION MANUFACTURING 














for your Machinery Dolar--- INTERSTATE Special - - - 


Here are: 


WRITE-WIRE OR PHONE YARDS 7-5800 
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WON'T YOU HELP US CHOOSE “MISS MACHINERY” '52? —MAlL 


push open house that hiked sales 


1tches ey: boosts retention valu 


Is machinery promotion dull? 


Dealer proves it isn’t .. hikes sales 10% 


By Mark Reinsberg its annual volume. Co., Chicago, has attracted some 900 
By such unusual means as a din- customers, dealers, students and 

@A DEALER in new and used metal- ner for its competitors, a four-day suppliers from many parts of the 

working machinery has converted “industrial clinic,” and an election country to attend its third annual 

its yearly open house into an indus- held among 5,000 metalworking ex- Machinery Fair. 

try-wide promotional event and ecutives to elect a “Miss Machinery Held in the company’s 100,000- 

thereby has added at least 10% to of 1952,” the Interstate Machinery square-foot workshop and _ ware- 
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METAL-WORKING EXECUTIVES! 

——? ‘exe, ATTEACTiION: 

on tron ane SHOT ae INDUSTRIAL CLINICS 
INTERSTATE'S 


Semel aed ure 





DON’T FORGET 


To pick sour choice for 
Miss Machine ed 
Send this card now 


it needs no postage 


Tues. Nov. 11—9a.m.-8p.m. 
Wed. Nov. 12—9a.m.-8p.m. 
Thurs. Nov. 13—9a.m.-5p.m. 
Fri. Nov. 14—9a.m.-8p.m. 
Sat. Nov. 15—9am.-3p.m. 


Girl art is contrast to used machinery pro- 


motion that usually is all specifications. 


house, the “captive” trade show ex- 
hibited about 2,000 pieces of ma- 
chinery . . virtually all for sale and 
owned by Interstate. The excep- 
tions were a group of machines that 
the company itself uses in repair 
work. These were painted light 
green, cream and red according to 
the latest principles of industrial 
color dynamics. Visitors touring 
the shop with company salesmen 
watched many of the colored ma- 
chines in operation making replace- 
ment parts for used machines that 
the company buys for resale. The 


50,000 buyers drew 4,500 


elected this model by landslide. 


Ballot mailed to 


returns .. 


colors were a sales aid of a sort, 
since they enabled salesmen to tell 
at a glance which machines in the 
crowded profusion of equipment 
were or were not for sale. 

Other areas of floor space were 
devoted to new machines such as 
lathes, presses and milling machines. 
About 30 manufacturers . . for 
whom Interstate acts as distributor 

. were represented. Most of the 
new machines were demonstrated 
by the manufacturers’ salesmen. 
What is unusual about this arrange- 


ment is the fact that Interstate 


owned all of these machines out- 
right and only Interstate salesmen 
were taking orders. 

C. M. Kempler, the company’s 
vice-president in charge of sales, re- 
ported that on the first day of the 
show, the company did four times 
its normal day’s volume . . on the 
second day selling at least twice as 
much as usual. Because the nature 
of the used machinery business is 
such that all sales can be traced to 
their origin, the company has attrib- 
uted an increase of 10% or more in 
annual sales volume to the effect 
of the machinery fair. 

However, the object of the show 

. costing $7,000 directly plus $3,000 
indirectly . . was not exclusively to 
make sales during the exhibit. An- 
other important aim was to strength- 
en ties between the company and 
other machinery dealers, nominally 
the company’s competitors. 


Cooperative Rivalry .. As much 
as 50% 
comes in from 
whom there are about 2,300 in the 
United States. 
the six largest in its 


of the company’s business 
other dealers, of 


Interstate. one of 
field, has 
equipment under its roof worth sev- 
eral million dollars in replacement 
value. But the average dealer in 
used and rebuilt machinery (Inter- 
state’s business is 80°% used ma- 
chinery, 20% new) has an inventory 
of less than a tenth that size. 

Because it is a trade custom to 
allow courtesy discounts, machinery 
dealers tend to think of each other’s 
inventories as property. 
When a dealer has a customer for 
equipment not in his own ware- 
house, he queries other dealers. 
Thus, one of the purposes of Inter- 
state’s machinery show was to ac- 
quaint “rival” dealers with what the 
company had in stock. 

One such dealer attending the 
show, president of a small Cleveland 
company, commented that the time 
was at hand when no individual 
dealer could stand alone, regardless 
of size. Since 1941 the field has 
been increasingly influenced in the 
direction of one-price habits and 
dealer cooperation by an organiza- 
tion known as the Machinery Deal- 
ers National Association. Joseph T. 
Weiss, president of Interstate, is also 
serving his second term as president 


common 
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THE 1-2-3 OF 


fRANC 


AUDITED 


c. C..m 


— the one method which provides 
DAILY VERIFICATION of circulation 


thus assuring 


~ 


AN END TO WASTE CIRCULATION 


A DIRECT APPROACH TO BUYERS 


A GREATER RETURN FROM YOUR 
ADVERTISING DOLLAR 


To get the greatest returns, your advertising mes- 
sage must be in a publication that concentrates its 
circulation only on the best possible prospects for 
your product. One of the most accurate yardsticks 
for measuring a publication's effectiveness is the 
number of inquiries it produces for &s advertisers. 
Publications using FRANCHISE CIRCULATION, 


Write for Free Booklet: 
“How Franchise Circulation 


Operates.” 


month after month, turn over a record number of 
inquiries to advertisers — in some instances as high 
as 15 to 1 over the next publication in the field. 
Franchise Circulation, which daily verifies and 
identifies readers as buying authorities in active 
buying plants, is the most realistic and lowest cost 
sales tool ever devised. 


Write for a showing of 
Sound Slide Film: “When 
The Icing Is Off The Cake.” 


INDUSTRIAL PUBLISHING COMPANY 


1240 Ontario Street e 


Cleveland 13, Ohio 


Member C.C.A. 
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1-2-3 OF FRANCHISE CIRCULATION 


The 


"Franchise Holders” — selected distributors and wholesalers 


in the fields served by our publications —do the following: 


1. Select and identify the active buying companies 
and the correct individual in each of these 
companies who specifies and/or purchases the 
advertiser's product. 


Pay for subscriptions to these individuals. 
Keep these lists up-to-date and send in all changes 
of names, removals, and additions as rapidly as 
they occur. 


2. 
3. 


*No 
}\ authentica- 
, ting agents 
in this 
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of the association 


Customer Lures . . The company’s 
1952 machinery fair was a greater 
success than the previous ones be- 
cause of more ambitious promotion 
and the addition of service features 

notably the “industrial clinic.” 
This was composed of seven repre- 
sentatives of machine tool manu- 
facturers who spoke on _ technical 
subjects in the machinery field. One 
or two of these talks were scheduled 
for a one-hour session each after- 
noon. In this way, such buying in- 
fluences as master mechanics, chief 
engineers, plant superintendents and 
other technical men were drawn to 
They could 
justify their attendance at the show 
by these educational opportunities. 


the affair as a whole. 


The topics discussed were of suf- 
ficient technical interest to attract 
a group of engineering students 


from a nearby technical college. 
Average attendance at the clinic 
sessions was 60 visitors largely 


master mechanics, engineers and 
other buyers 

Of wider and less specialized in- 
terest to machinery fair visitors was 
the “Miss Machinery” angle At 
previous shows the company had 
merely hired a model and dubbed 
her Miss Machinery, taking the 
usual publicity photographs. This 
year, the company invited metal- 
working executives . . the company’s 
customers and prospects to help 
make the selection. 

The company sent out a mailing 
piece with a photograph of six Chi- 
Vot- 
ing was done on a business reply 
card. Results of the election showed 
that the tastes of the men in the ma- 
chinery field was surprisingly alike 


cago models in bathing suits 


The winner received five times as 
many votes as the runner-up. Of 
a total 50,000 ballots sent out, some 
4,500 were returned 

Jones Frankel, Chicago, the com- 
pany’s advertising agency, which 
handled the Miss Machinery 1952 
promotion, obtained the photographs 
from local model agencies, with the 
understanding that the winner 
would be available during the ma- 
chinery fair. Miss Machinery 1952 
stood at the registration desk and 
pinned on each visitor's identifica- 
tion card. 

As a follow-up to the election, the 
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company promised each voter an 
autographed photo of the popular 
A. G. Gaines, the agency 
account executive, said that the 
election and the picture of the mod- 
els enhanced the “retention value” 


choice. 


of the company’s general invitation 
The company 
also publicized the show in its busi- 


to attend the show. 
ness publication ads. 


Basic Ads .. Advertising in the 
used machinery field is usually the 


sale, Industrial Equipment News, 
Iron Age, Machine & Tool Blue 
Book, Modern Industrial Press, New 
Equipment Digest, Screw Machine 
Engineering, Sheet Metal Worker, 
Surplus Record, and Used Equip- 
In addition, the 
company issues its own external 
publication, “Blue Book of Machin- 
ery,” for the use of machinery buy- 
ers. It is a 50-page list of machin- 
ery, similar in style to the com- 


ment Directory. 


pany’s publication advertising. 


MACHINE TOOLS 
METAL FABRICATING MACHINERY 
TION MACHINERY 


CHICAGO, ILL. 


U.S. A. 


f 


1A 


er, aflixes 


most basic type known. It amounts 


to plain specifications, cryptically 
abbreviated in classified-ad style. 
It is nearly always without price or 
selling copy. Too many pieces are 
offered for individual, or even col- 
lective copy treatment. Occasional 
photographs of machines are used to 
identify a group of smiliar models 
being offered, but the illustrations 
serve more to break up the endless 
columns of specifications than to sell 
the machine in question. Ads aimed 
at machinery users assume that the 
reader knows all about the opera- 
tion and relative merit of the equip- 
ment. 

The company, which has a high 
five-figure advertising budget that 
on one occasion reached $100,000, 
advertises in American Artisan, 
Chicago Metal Worker, Commerce 
Magazine, Foundry, Hitchcock’s Re- 


According to Edward Zapalik, the 
company’s advertising manager, the 
average machinery dealer confines 
his advertising to the classified sec- 
tion of local newspapers. 

Interstate sends out a large vol- 
advertising, 
ranging from single mimeographed 
sheets on individual machines to 
multi-color brochures. The com- 
pany has a mailing list of 50,000 
names which are divided into 21 
including makers of 
such widely varied specialties as 
bedding equipment, shells and 
bombs, advertising wire and caskets. 
When the company buys a machine 
important enough to justify separate 
promotion, it sends a description 
with photograph to the most likely 
lists of buyers. A steady stream of 
bulletins on groups of similar equip- 
. presses, for example . . go 


ume of direct mail 


categories 


ment 





From the rattle of dishes out in the kitchen, we'd 
say .. . about six-thirty in the evening. More im- 
portant, it’s time for you to make a sales call behind 
a door your salesman can’t open. 


This production executive . . . one of thousands of 
plant managers, master mechanics, superintendents, 
general foremen and the like . . . spends every 
minute on top of his job. Because he’s “in” on 
buying decisions, he must keep up with new tools, 
equipment and processes. 


That’s why MODERN MACHINE SHOP has be- 
come one of his favorite “carry home packages.” 
He finds it just as easy to read as to carry. He obtains 
quick, capsule information from detailed articles 


Ready Now! ... your copy of “High. 
way to Metalworking,” comprehensive, 48- 
page study of market and media facts. Write 
today. 


on unusual and interesting plant production opera- 
tions . . . and from regular features like “Modern 
Equipment at Work,” “Ideas from Readers,” 
“News of the Industry’’ and ‘New Equipment.” 


When you use MODERN MACHINE SHOP you 
address a most receptive audience . . . biggest by 
far in the entire metalworking industry. It has a 
circulation of more than 40,000 and a pass-along 
readership many times as big. It’s plant circulation 
alone . . . 28,000 plants receiving one or more 
copies . . . is larger than the fofal circulation of 
many leading metalworking publications. 


For maximum readership and results, put your 
money where your market is... in 


MODERN MACHINE SHOP 
431 Main Street 
Cincinnati 2, Ohio 


NB PA 
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out to customers, and these often 
contain more detailed information 
than do the ads, and give prices 

Because of the size of the com- 
pany (others of comparable size in- 
clude J. L. Lucas & Sons, Bridge- 
port, Conn.; Harvey Goldman & Co 
Detroit; Morey Machinery Co., New 
York), it maintains its own photo- 
graphic department. Each piece of 
used equipment bought is photo- 
graphed for possible individual pro- 
motion 

All equipment leaving the com- 
pany bears a nameplate etched in 
red and black with the words, “Sold 
by Interstate Machinery Co., Inc 

machine tools metal fabricating 
machinery production machinery 

Chicago, IIl. U.S.A.” There 
are blank spaces for the order and 
stock number. While most machin- 
ery bears the nameplate of the orig- 
inal manufacturer, it is unusual for 
a dealer in used machinery to iden- 
tify itself this way on resold equip- 
ment. The plate enables customers 
to write to Interstate later about 
parts for the machine or duplicate 
equipment, without the need for 
searching through records. It also 
serves as a functioning ad for the 
dealer 

Interstate sells to numerous cus- 
tomers beyond U.S. horders, includ- 
ing Mexico, Canada, Cuba, France, 
Belgium and the Philippines. The 
company claims that more than half 
of its machines are sold without 
personal inspection 


Buying-Selling . . In order to sell 
used machinery, the company must 
first, of course, buy it. In times of 
capital expansion, buying requires 
more ingenuity than selling. The 
company sends out frequent mimeo- 
graphed bulletins of “machinery 
now wanted” to other dealers as 


When 


company's 16 


well as to machinery users 
making calls, the 
salesmen keep an eye out for idle 
equipment that Interstate can use 
When they see any, they switch 


This, of 


course, places a heavy burden of 


from sellers to buyers 


judgment on the salesman and re- 
quires a long background of expe- 
rience in the machinery field 

The company has an_ informal 
training program for salesmen re- 
quiring two to seven years of work 
at different jobs in the shop before 


a man is allowed to call on cus- 
tomers 

Interstates customers frequently 
give advance notice of equipment 
they intend to buy so that the com- 
pany can have time to locate scarce 
machinery, or purchase it at a given 
price. Price is a rather mysterious 
factor in the machinery field. Al- 
though there has been some talk 
about price uniformity among deal- 
ers, it is evident that there are vari- 
able factors: condition of equip- 
ment, allowance for trade-ins, cost 
of transportation, in addition to the 
usual supply and demand. 


Why Used? . . Before World War 
II the major machinery users would 
Since 


then, the market for used machinery 


not hear of used equipment. 


has expanded tremendously 

Before the war, used machinery 
dealers could offer customers only 
the price advantage, which was in- 
sufficient to overcome the general 
prejudice against used equipment 
But when in the postwar period 
machine tool builders got far be- 
hind on orders, companies in urgent 
need had to take what they could 
find. The used machinery dealer 
was able to offer the advantage of 
immediate delivery, if he had the 


equipment at all. That sales argu- 
ment persuaded many. 

In recent months, the force of this 
particular selling point has lessened 
as machinery makers have caught 
up with orders. But Interstate is 
now in a position to offer new as 
well as used equipment. And the 
prewar prejudice that many large 
machinery users had against sec- 
ond-hand equipment is no longer as 
formidable. The company’s sales- 
men point out that, after all, “new 


machinery is built on used machin- 


ery. 

Moreover, the company has de- 
veloped its own “pay-as-it-earns” 
plan, in which customers can buy 
equipment on installment at mini- 
mal interest rates. The company 
also has a rental plan. 


To be a machinery dealer on the 
order of Interstate is to serve a 
highly complex market, in which 
the functions of buying and selling 
are never distinct from one another, 
and a company is up to 50% de- 
pendent on the cooperation and 
good will of its competitors. That 
is why Interstate’s “captive” trade 
show has evolved without opposi- 
tion into an industry-wide promo- 


tion. 




















LOOK HOW YOUR MARKET 
IN METALWORKING ERIE 
HAS DOUBLED 

SINCE 1940! 
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IN 1940 _. Sie, Po. was proud of TODAY ... Almost twice the number 


of workers are producing over three times 


its 20,000 men in metalworking plants turning } ee a , bh 4 ued ot $435,547,800 
out $115,892,700, worth of goods. eu be ieee Ose Ss ate 


in this rapidly growing metalworking city. 





Pick practically any city in addition to Erie, and you'll find the same 
tremendous growth in your metalworking market. This twice-size 
. growth in plants, workers and output has created a sales potential 
What are you doing unequalled in the history of America. This is your market, but it isn’t 
waiting for anybody. In its hustling urge to turn out “guns and butter 
and grow even bigger, it is buying more goods than any other market 


to stake out your in the world. The suppliers who aggressively stake out their claims 


in this market now... will have an “in” during the continued 

} ; ; f ; expansion ahead. STEEL can hel take out your claim in 

claim in ast-growing pansion ahead. STEEL can help you stake out your cl 
Metalworking America faster and more efficiently. That's because 
| ‘ - 9 STEEL already reaches more of the key men who run 
Meta working America . metalworking than any other industrial publication. And its 

continuing census of new plants under construction will keep it 
out front in the coverage you want. Ask the man from STEEL... 
he can prove it with facts and figures. 


STEEL + Penton Building + Cleveland 13, Ohio 
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Progress . . The 
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role of banking in growth 


of different U 


f New York. Le 


Commercial bank accents 


future in drive for business 


Cover Story 


® PRESENT AND FUTURE business ob- 
jectives are linked with the past in 
the prestige campaign now being 
run by the National City Bank of 
New York. 

The reasoning: 

Founded in 1812, the bank has 
been intimately associated with the 
growth of American industry for 
140 years. In that time, it has sup- 
plied financial advice, provided do- 
mestic and foreign banking facilities 
and made loans to many of the na- 
tion’s leading business and indus- 
trial companies. What’s more nat- 
ural, then, than that the bank use 
advertising to dramatize the achieve- 
ments of U. S. industry and the 
bank’s association with them? 

That’s exactly what the bank does 


in its current series of striking four- 
color ads appearing in Business 
Week, Fortune, Newsweek and U. S. 
News & World Report. 

No formula has been followed in 
designing the illustrations. Leading 
fine artists and commercial artists 
were called in, 
and told to exercise their own ar- 
tistic ingenuity. As a result, the 
format has been uniform but the il- 
lustrations varied, each reflecting 
the style of the individual artist. 

The ads almost always place their 


given the subject, 


major emphasis on the things that 
can be expected from industry in 
the future. Hence the central figure 
of the space-travelling rocket ship 
in John Atherton’s painting (see 
cover), done for an ad featuring 


aviation accomplishments. 

Mr. Atherton, who died last Sept. 
18, is typical of the artists who have 
been called upon to illustrate this 
series. He was a fine artist whose 
pictures in oil, gouache and other 
media appeared in several mu- 
seums, including the Metropolitan 
Museum of Art and the Museum of 


Modern Art. 


mercial artist, doing illustrations for 


He was also a com- 


magazine stories and ads in The 
Saturday Evening Post, Fortune and 
others. A member of the faculty of 
the Famous Artists Course, Inc., 
Westport, Conn., he had one-man 
shows at the Julien Levy Galleries 
in New York in 1938 and 1942. 

With emphasis on the future, the 
three paragraphs of copy in the 
“aviation” ad begin: 

“Now that man has burst through 
the sonic barrier and flown planes 
faster than sound travels, no one 
can safely put limits on how fast . . 
and how far . . we may eventually 
fly. Even the planets are immeasur- 
ably closer than they were just a 
few years ago. A velocity of ap- 
proximately seven miles a second is 
needed to overcome the earth’s 
gravity, and the rocket that recently 
soared 250 miles into interstellar 
space attained a speed of more than 
a mile and a third a second.” 

Copy then cites scheduled U. S. 
airline figures last year of 16.8 bil- 
lion passenger seat miles and 284,- 
000,000 ton miles of freight, express, 
and mail flown for a total operating 
revenue of $811,768,656. Then sell- 
ing copy concludes: 

“Like many other rapidly expand- 
ing industries, aviation has relied 
upon services and facilities of The 
National City Bank of New York for 
necessary help in its growth, and 
most of the major producers and air 
lines use the Bank’s varied services. 
These are quickly available any- 
where in the United States or in the 
world, through head office at 55 
Wall Street, 67 branches in Greater 
New York, and correspondent banks 
Overseas, National 
staffed 
correspondents — in 


in every state. 
City has 57 
branches and 


completely 


every commercially important city.” 

The series has won enthusiastic 
appreciation from industries and 
trade associations. More important, 
the bank believes it is building good 


will that reflects in more business. 
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Putting a publication in a reader’s hands 
does not fulfill the obligation of the pub- 
lisher to the advertiser — he must give the 


TO ADVERTISERS TO THE 


CONSTRUCTION INDUSTRY 


struction Publications have filled their edi- 
torial pages with news and stories that the 
reader is hungry for. That’s why this report 


on editorial content makes such interesting 
reading for advertisers who are looking for 
the biggest buy for their advertising dollar! 


reader a reason for opening the book and 
examining its contents! 
That’s why the twelve Associated Con- 


* Figures compiled from publication rec- 
ords for one year ending June 30, 1952. 


17,163 pages of advertising paid off to 175 well-known 
advertisers who invested $1,898,842 in them. 


ADVERTISING... 





Unequaled field coverage by 403 editors, field editors, 
reporters, news editors, photographers, and corres- 
pondents. 


PERSONNEL... 


Received and read by 67,74: men who 2 active in 
the construction field. 


CIRCULATION... 





The twelve publications in the ACP group 
report, for the year ending June 30, 1952, 
a total of: 


9,2 o3 Pages of Bids Wanted, Job Awards 
and News — the information on which contractor’s 
business and personal livelihood rises or falls ... 
bread-and-butter data to every person in the con- 
struction industry. 


> IAG 
ian y & “xD Paid Pages of Advertising For Bids — 


first read of all construction news... the news that 
means equipment sales for you. 


*% 
4 


hay = OS Pages of Local Job Stories — stories 


of the readers, their friends, their competitors — per- 
sonal interest that tops all psychological appeals. 


Photos — the modern way of telling a 
story of men and machinery. 


0) os | , : 
1 : Vol Pages of Equipment Literature, Manu- 
facturer, and Dealer News — to keep readers well- 
informed on new ways to make their work easier. 


omer, 
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Construction Bulletin 
Minneapolis 1, Minn. 


Free gnaw 
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Construction Digest 
Indianapolis 6, Ind. 
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Constructioneer 
South Orange, N. J. 


Construction 


P Beene 
Construction News Monthly 
Little Rock. Arkansas 


Dixie Contractor 
Atlante, Georgia 


Michigan Contractor & Builder 
Detr 


‘oit 26, Michigan 
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Mid-West Contractor 
Kansas City 13, Mo. 


Mississippi Valley 
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St. Louis 6, Mo. 


New England 
Construction 
Boston 16, Mass. 
Southwest 


Builder Contractor 
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is step toward better media facts 


By Kenneth J. Bayer 


Industrial advertisers, agencies and busi 
ness publishers now can make real prog 
ress in the evaluation of media informa- 
tion. The progress can come from a new 
opportunity to classify media information 
uniformly throughout the business publica- 
tion world and to make comparisons of 
competing publications sounder and easier 
than ever before. The opportunity is the 
National Industrial Advertisers Associa 
tion's new “publisher's sales presentation 


outline.” 


It may not measure up to potentialities un 
less business publishers get behind it 
and use it. Strong interest and pressure 
from advertisers and agency executives, 
who have an equal stake in the outline, 
can give incentive to publishers. The 
issues involved and the rewards 

are presented clearly by the chairman of 
the NIAA committee that prepared the 
outline in the following condensation of 
his address to the TF Club of Chicago. 





® EVERY AGENCY MAN worth his salt 
He’s tak- 


ing some terrific chances if he 


needs a good media file 
doesn't have it. It’s always desir- 
able, and usually absolutely neces- 
sary to back up agency recommen- 
dations on media 

Often we at the agency set up a 
file for each paper on the schedule, 
and take it to the meeting where 
final media recommendations are 
discussed. Our experience is that 
clients pay more attention to rec- 
ommendations when we have the 
evidence right on hand to support it 

I have seen instances where a 
business publication was knocked 





off the schedule because adequate 
information was not immediately on 
hand to back up a claim. Evidence 
must be right in the room. 

In spite of what publishers and 
their salesmen may think, agencies 
do study business paper promotion. 
They are influenced by publishers’ 
direct mail and advertising in the 
trade press 

Let's face a few of the facts of 
life. I personally work with eight 
accounts . . each using 10 to 60 pa- 
pers. Of these accounts only one 
maintains a media file of any con- 
sequence . . and that one’s not very 
good. 

Therefore, it’s necessary for our 
agency to develop all media anal- 
yses . . including those for the right 
client who has his own file. 

I'm not complaining. That's one 
part of cur function as an agency 
We should do it. . 
plete information, always on hand, 


so we need com- 


always up-to-date, in a form so 
the material can be found 

We never know when or where a 
call will come from. For example, 
not long ago one of my clients in 
the lubrication equipment business 
wanted data on the roofing industry 

new pumps to pump roof coat- 
ings. I'm sure that advertising de- 
partments have the same _ urgent 
problems. 

Frankly, during the past several 
years, many advertisers paid little 
attention to elaborate advertising 
plans (or simple ones either) pre- 
pared by the agency. They'd flip 
through the pages until they found 


the budget figures study them 










with some degree of concern over 
higher rates . . then approve or re- 
ject. If there was a disagreement, 
it was usually a matter of expendi- 
That was a dangerous 
economically unsound 


ture only. 
situation 

and one that could not continue. 
And it didn’t. 

The situation has changed de- 
cidedly. Advertisers now are look- 
ing carefully at all details of plans, 
markets, copy appeals and com- 
petitive advertising not only for 
new media but for media they had 
taken for granted during the past 
ten years. They ask for more facts 

not only about rates, circulations, 
cost per page per thousand, indus- 
trial breakdowns, territorial break- 
downs, renewal percentages. Ad- 
vertisers also want a closer look at 
circulation policies, editorial poli- 
cies, analyses of editorial content, 
merchandising services offered, ete. 


Concentration . . There has been 
another very significant develop- 
ment that affects the publisher's 
business and mine very definitely 

. this is the tendency to concentrate 
the advertising programs in fewer 
magazines. That makes the pub- 
lisher’s selling job, and mine, a lot 
tougher. 

Here’s a more specific example 
of what I mean. In the past, when 
two papers were almost parallel in 
their distribution, editorial content, 
etc., it was too easy to say, “Let’s 
give them each six pages,” and usu- 
ally that settled the problem. 

But not this year. One typical 
discussion went something like this: 








yOUR MARKET 
poTENTIAL 


The surest way to get your product story told to the 
largest number of oil producing industry buyers, at lowest 
cost per prospect, is through the pages of World Oil 

... the oil paper read by 93% of the key men who buy 

or specify 98% of all oil field equipment. 


Over 21,000 ABC subscribers, including more than 15,500 engaged 
exclusively in oil producing, will see your product story each 

month. A 14-issue schedule in World Oil gives you complete, every 
issue coverage of this billion-dollar oil producing market. 

Call your Gulf representative today and plan your 1953 sales- 

building program. 


SEND NOW FOR... your personal copy 
of the informative new World Oil Market 
Data Book for 1953. 


es = SE Pee oe) tN, bh 


OFFICES: @ Houston (6), 3301 Buffalo Drive, LY-4301 @ New York (17), 250 Park 
Avenue, El Dorado 5-4012 @ Chicago (4), 332 S. Michigan Avenue, Wabash 2-9330 
@ Cleveland (10), 1010 Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building 
3-1844 @ Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 1219 
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work better...look better...sell better? 


OUTSIDE . .. the new Waring Mixer has a smart look, 

@ comfortable grip, light weight. The housing is « 

zine die casting, finished in white enamel! 

and chrome; the handle is molded plastics; the switch o 
beryllium copper stamping. The mixer is planned 

te meet specific ds—at low cost. 





INSIDE ... the designer devised a motor with gear drive 
and leads all in one unit—with o 17.5 to 1 

gear reduction—to fit the small space. 

He developed a new small three-speed switch, 

tapping one of the two field coils to get speeds 

for whipping, beating and heavy mixing. 

The functions of engineering design 

end appearance design were fully integrated. 











IT’S AN See Chobital PROBLEM 


WE 














It’s odd, but a few people still hold to the notion 
that engineering design is at loggerheads with 
appearance design . . . or at least a different 
kettle of fish. Not by a long sight! 


Take the new Waring Mixor The designer 
wanted a slim, smart outside shape. The con- 
ventional motor wouldn’t fit, so a new one was 
designed. Die cast housing and plastic handle 
were picked to meet both performance and 
looks tests . . . and for low cost, too. The three- 
speed switch was a strictly technical design 
problem . . . but it had to fit exterior design 
limitations. The assignment was to develop a 
hand mixer that performs like a big mixer. . . 
looks like a million . . . and sells fast. The result 
was a fine example of integrated design. 


This is what’s happening to all kinds of prod- 
ucts today, from mixers to molding machines, 
ranges to riveters. For integrated designing is 
increasingly important in the development of 
electrically operated machines, appliances and 
equipment. 


At the focus of this movement is ELECTRICAL 
MANUFACTURING. It goes really deep into 


IN THE CURRENT ISSUE... 


The answer 18: INTEGRATED DESIGN 


the technical problems involved in every phase 
of the design job. It analyzes the -electrical, 
electronic, mechanical, materials and appear- 
ance problems. It even digs into the closely 
linked question of human engineering: what 
makes people tick . . . what kind of designing 
makes them buy. 


That's why ELECTRICAL MANUFACTURING 
is so vital to the men responsible for the design 
engineering of electrically operated products. 
It interprets new methods, new materials, new 
ways to apply the vast rush of new technical 
knowledge. And it analyzes, with the same 
thoroughness, all the overlapping factors that 
make electrically operated products, from air 
conditioners to axle grinders, work better—and 
sell better. 


Inthisway, ELECTRICALMANUFACTURING 
makes one integrated market out of the makers 
of over 1,900 different types of electrically oper- 
ated products . . . at the level where all the 
materials and components are designed into the 
product and written into the specs. It’s the 
place to sell . . . and sell hard . . . to keep 
growing with America’s most dynamic market. 


. you'll find the WHAT, HOW and WHY of 


ADJUSTABLE-SPEED DRIVES; TRANSISTORS and their circuits; SILICONE RUBBER 


COMPONENTS; HIGH-SPEED MAGNETIC AMPLIFIERS. . 


Electrical 


Manufacturing es 


THE GAGE PUBLISHING COMPANY 
1250 Sixt§ Avenue, New York 20,N. Y. + 
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“There must be enough difference 
between these two papers to make 
a choice. You have been telling 
us we should use color and bleed 
and double pages . . now, I'm begin- 
ning to agree with you. But Id 
rather have 12 pages in color and 
bleed in one book . . or six double 
spreads in color and bleed in one 


book 


about 


You agency fellows know all 
these business magazines 
Now, which one of these two books 
should we use?” 

Right 
business need the publisher’s help 
Right then 
we needed definite, specific, conclu- 
and all too often 


then, we in the agency 


. and we need it fast. 


sive evidence 
we don't have it. There is not time 
for special surveys. Decisions have 
to be based on material from our 
files and the information we carry 
in our heads. 

Maybe we made some decisions 
that might have been reversed, had 
at the 
We make the best de- 
cisions we know how to make 


we known all the facts 
right time. 


based on the information immedi- 
ately available. 

The right information at the agen- 
cy’s (and advertisers’) disposal is 
just that important . . it could mean 
the difference between one publica- 
tion and a competing one 


Prosaic . . We need facts. That 
may sound dull and prosaic, but 
it’s true and the only place we 
can get the facts is from the men 
who own them . . the publishers. 

I know we live in an exciting 
business, where glamour and per- 
sonalities often overshadow facts. 
But, facts aren't dull to the adver- 
tiser who is spending thousands of 
dollars to help sell his product or 
Neither are they dull to 
the agency man who has the respon- 
sibility 


service 


of spending those dollars 
judiciously 

I've a few suggestions about how 
these facts and their interpretation 
might be presented, but I'd like to 
preface that discussion by saying 
that this method is no panacea. It 
is no cure-all . . it does not take the 
place of space salesmen, your own 
business paper advertising, nor your 
Like all in- 


dividual pieces, it is best used as a 


direct mail program 


part of an integrated program 
but it can be made the heart of 


78 / industrial Marketing 
* 


your selling campaign. 

In no sense of the word does it 
take the place of reminder-type of 
If a publisher chooses 
. giant 


promotion 
to send out penny postcards . 
telegrams . . packages of bird seed 
from Brazil . . by all means, he 
A factual presenta- 
tion containing basic data will not 
freedom in any 


should do it. 


curb his flair for 
way whatsoever. 

The method I offer is the NIAA 
publisher's sales presentation out- 
line. About 100 presentations al- 
ready have been based on it. Each 
presentation was based on the same 
outline, the same list of suggested 
subjects .. and the subjects are cov- 
ered in exactly the same sequence 

. yet there’s absolutely no similar- 
ity in appearance. 

Right here, I want to make one 
thing very clear. This is not an 
audit statement. It is a presenta- 
tion. There is an outline to use as 
a guide. It’s not a form to be filled 
in with yes and no, or one-two- 
three answers. 

The purpose of a_ presentation 
prepared according to the NIAA 
outline is to bring to the advertising 
manager and agency executive in- 
formation on the basic concepts of 
your business magazine. Not just 
circulation figures . . not just rates, 
but the policies, the philosophy, the 
editorial tone, the size of market 
represented by your industry, and 
your coverage of that market. 

The presentation should represent 
the quality as well as the quantity 
of a magazine . . plus the character 
and individuality which it has de- 
veloped. We don’t want duplicates 
of audit statements . . we want 
things that are more basic . . that 
will describe the kind of guy who 
reads the publication, why he reads 
it, what he gets out of it . . why it 
creates a good market place for my 
client to sell his goods 

In his NIAA presentation, a pub- 
lisher has plenty of opportunity for 
freedom and _ individuality. Even 
though they all follow the same out- 
line, the same sequence. In the 
presentations already prepared, you 
will find wide variety in length of 
presentation (four pages to 72 
pages), presentation methods, print- 
ing, and types of illustrations. 

When developing one of these 
presentations, publishers should re- 


member that one of its primary uses 
is to sell top management on the 
value of using the publisher’s mag- 
You know how it is usually 
done . . the publisher’s representa- 
tive sells the advertising manager 
and the agency executive on using 
his paper. Then, these two must 
justify the selection of your paper 
to those in top management who 
have the power of veto over the ap- 
propriation, and only one time in 
10,000 would you be on the spot to 
tell your complete story. 

Another important point: top 
management is not interested in the 
minute details. That makes it de- 
sirable to put as much as possible 
in headlines and graphs . . get over 
the point quickly. Then the pub- 
lisher should fill in details for media 
departments and advertising man- 
agers to study carefully. 

In some cases, it is necessary for 
the advertising manager and/or 
agency man to justify as many as 
50 or more publications on a sched- 
ule. To do this, he should have 
available information similar to that 
which the publisher’s representative 
( es with him. 

Not only must this information be 
available to the advertising space 
buyer, but it should be furnished in 
some common sequence so that the 
space buyer can compare one pub- 
lication with another. 

The basic reason why publishers 
issue audit forms in a standard se- 
quence is so that one paper’s audit 
report can be compared with that 
of any other in the field, quickly and 
intelligently. 

We feel that this same principle 
can apply to the sales material that 
publishers furnish the advertising 
space buyer and that’s all the 
publishers sales presentation does. 

The space salesman sells the space 
buyer. But, to support him the 
salesman has a whole portfolio of 
beautiful material showing maps, 
industrial breakdowns and reader 
interest surveys. He convinces the 
space buyer, but what does the 
space buyer have to use when he 
has to take the place of the pub- 
lisher’s representative to sell top 
management? Usually, a miscella- 
neous collection of facts that offer 
no basis of comparison with other 
papers in the field. 

Here is an outline that has been 


azine. 





PETROLEUM 


The Fabheation 





that goes where 
the buyers are! 


Put your product story in the hands 
of the men who CAN buy. 
Petroleum Refiner’s 10,000 paid 
subscribers are key men in com- 
panies responsible for more than 
98% of all refining operations. And 
over 30% of Petroleum Refiner’s 
readers can not be reached through post six yeors. 
any Other oil paper! 
More men in the refining industry pay to read Petroleum 
Refiner than any other oil paper, because of its editorial excel- 
lence. This high readership assures best coverage of this billion- 
dollar-a-year refining industry market. 


SEND NOW FOR... your personal copy of the 
informative new Petroleum Refiner Market 
Data Book for 1953. 


She Wolds Largest MANvustrY <Sablishers 
GULF PUBLISHING COMPANY 


OFFICES: @ Houston (6), 3301 Buffalo Drive, LY-4301 @ New York (17), 250 Park 
Avenue, El Dorado 5-4012 @ Chicago (4), 332 S. Michigan Avenue, Wabash 2-9330 
@ Cleveland (10), 1010 Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building, 
3-1844 @ Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 1219. 


@ @ 


Live publications grow with the industry. Petroleum 
Refiner paid circulation shows a 46% gain in the 
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— Best Seller! 


“This is the kind of help that has made TEXTILE INDUSTRIES 
the No. 1 publication with mill oxecutives and supervisors 


Have you ever thumbed through one of 
these annual Modern Production Issues? 
Mill men will tell you that each edition is 
just about worth its weight in gold. ; 

In concise case histories textile execu- 
tives and engineers share with each other 
the new ideas and methods which they 
have developed during the preceding year. 
This is priceless information. 

Theory is out. These are actual in-the- 
mill experiences, and are of great interest. 
For example, Gerrish-Millican in the 1952 
issue told how fluorescent inspection lights 
were saving them $1500 a year in inspec- 
tion materials alone. 

Rainbow Valley Dye Works reported on 
their flash-curing of resin treated fabrics, 
a process requiring practically no mainte- 
nance and saving up to 80% on space. 

Scores of equally worthwhile case his- 
tories were reported in that issue. Mater- 
ial already in the hands of our editors 
make it certain that the 1953 number will 
be even more valuable. 


Advertising readership will be up 
Here is a splendid opportunity to get 


your 1958 sales off to a faster start. Plan 
to run extra advertising in February. 

Take advantage of the responsive inter- 
est always created by TEXTILE INDUSTRIES’ 
Modern Production Issue. Tell the men in 
the mills how your product or service fits 
into their plans. Make sure you get a big- 
ger share of the munificent sum the indus- 
try plans to spend in 1953. 


Business looks good for you 


The mills are highly optimistic. Fiber 
consumption is up. So is employment. In- 
ventories are down. Uncertainties of an 
election year have been resolved, and it ap- 
pears that 1953 will see the textile indus- 
try investing more heavily in equipment 
and supplies than in any previous year. 

TEXTILE INDUSTRIES gives you the most 
complete — and responsive — coverage of 
this tremendous buying power. Place this 
publication first on your media list for 
1953 with a full schedule. 

Cash-in with special linage—extra space 
—in this important Annual Modern Pro- 
duction Issue. Send in your space reser- 
vations now. 


Textile Industries... 


806 Peachtree St., N. E. 


Atlanta 5, Ga. 











tested We know that representa- 
tions based on it furnish the kind 
of information needed by agencies 
and advertising managers. All we 
ask is that the publishers put the 
mnjformation im the sequence re- 
quested. 
The sales presentation outline 
puts absolutely no restrictions of 
any kind on either creative abil- 
ity, or the kind of 
or the amount of information fur- 


information 
nished. If, for example, a publisher 
puts out a magazine in the auto- 
motive industry and under the clas- 
sification of market information he 
wants to say, “We cover the auto- 
motive industry” . that's 
okay if that’s the kind of story he 
wants us to pass on to clients and 
If he wants to 


. period . . 


top management 
use ten pages to describe the car 
dealers, independent garages, truck 
dealers, fleet owners and bus stops, 
and the millions of dollars they 
spend, we'll welcome that with open 
arms 

What we need most are facts 
intelligently interpreted and prop- 
erly presented .. In a sequence that 
can be followed easily. 

The NIAA publisher's sales pres- 
entation outline provides the me- 
chanical means of reaching that ob- 
jective. It's the best means I have 
found for publishers to prepare a 
real selling presentation that will 
help us buy more intelligently 
and help them sell more space with 
less effort 

The outline itself is a simple form 
The out- 
line includes 48 questions to be 


with complete directions. 


answered by the publisher. 
Pub- 


lishers probably have most of the 


The questions are all basic. 


answers in some published form 
or in someone's head the only 
trouble is that I can't find them 
when my clients want them. The 
facts are not organized into any es- 
tablished pattern. The one impor- 
tant thing which the NIAA publish- 
ers’ sales presentation does is to or- 
ganize facts and arguments and pre- 
sent them in a predetermined se- 
quence like a dictionary or an en- 
cyclopaedia. Not only can the ad- 
vertising manager and the media 
director find the information . . but 
the space salesman can find the 
facts easier, too 


Questions weren't dreamed up 


dozens of questionnaires from ad- 
vertisers and agencies to publishers 
were studied. We used the ques- 
tions that appeared most often. Then 
we checked with a number of pub- 
lishers to be sure it was practical 
to get the data asked for 

We know the idea works for the 
100 publishers who now use the 
idea. But, the degree of success 


tricky mailing 


but please 


wants by using 
pieces, gadgets, etc. 
let’s not forget the fundamentals. 
When a publisher has a sales pres- 
entation like this, what does he do 
with it? He should get it in the 
hands of every media buyer (who 
has a client that’s an advertiser or 
prospective advertiser), every ac- 
count executive, every advertising 











varies greatly. In fact, I'd be will- 
ing to bet that it varies in direct 


proportion to the amount of effort 


put behind promoting the idea. 

I am sorry to admit that four or 
five publishers started using these 
presentations and dropped them 
and do you know what two of them 
said to me? They said, in effect, 
“We got up one of those things 
but nobody ever asked for one, so 
we dropped it.” 

That’s ridiculous. Suppose a man- 
ufacturer produced a beautiful cata- 
log on his whole line of equipment 

. would he put it on the shelf and 
complain because nobody asked for 
it? He'd be crazy if he did. The 
first thing he does is to sell that 
catalog to his dealers and distribu- 
tors and ultimate customers. In a 
sense, the publisher’s sales presen- 
tation is his catalog. It can be the 
basic selling tool in his whole pro- 


gram. He can add all the frills he 


manager of advertiser and prospect 
.. and don’t forget junior executives, 
who enable space salesmen to get 
across a complete story and save 
hours of time. 

A good space buyer establishes 
firm convictions based on the best 
evidence he can get and he 
changes only on the basis of strong- 
er evidence to the contrary. He 
must do that or he becomes the tar- 
get for every space salesman who 
has even a fringe market for the 
client. 

The publisher’s best bet to get 
on the schedule . . if he really, hon- 
estly, belongs there is to have 
good selling ammunition, properly 
organized so my client and I can 
find what we want when we want 
it. The best way I know how to do 
that is to do a bang-up job in an 
NIAA publisher's sales presenta- 
tion. My committee will help any 
publisher to do the job. 





Who will be running the metalworking 
plants of 1960? 


Of this we can be sure—in many cases the men running 
metalworking plants in 1960 will not be the same men 
who are running them today. A recent study of Erie, 
Pennsylvania, revealed that, in just 3 years, 56% of the 
companies had placed new men in one or more top 
positions. Imagine the high percentage of turnover 
by 1960! 


These new men will be mighty important people—quite 
a bit more important than their predecessors of the 
1950’s. Why? Because they will be responsible for 
operating a metalworking industry perhaps half again 
as large as it is today ... supplying an ever increasing 
demand generated by 18,000,000 more consumers in an 
economy which has expanded from a gross national 
product of $321 billion to $400 billion or more. 


These new men will be very important people for still 
another reason—they will be making the buying deci- 
sions. They will be deciding whether your product or 
your competitor's is going to be used. Your success in 
selling to metalworking in the 1960’s depends upon the 
extent to which these men are favorably impressed with 
your company and your products. 





But how can you reach them—how can you get your 


story across—when you don’t even know who they are? 


w¢ 
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The answer is easy—but time is short. The men who 
will head the metalworking industry ten years from now 
are, almost without exception, working their way for- 
ward in lesser positions in metalworking today. But 
more important than that—essentially every one of them 
is an interested reader of several industrial publications. 
Every study ever made among leaders of industry 
proves this. 

Your advertising to metalworking men today is insuring 
your share in the tremendously expanded markets of 
the 1960's. The position you hold then will reflect the 
effectiveness of the job your company did in 1952... 
and 1955... and 1958. 


Penton publications have developed considerable 
marketing information which may help you in your 
long range planning. If you would like to study the 
progress of any segment of the metalworking industry 
or to analyze data bearing on future sales goals, we'll 
be glad to hear from you. 


™ PENTON fount? 


PENTON BUILDING ¢ CLEVELAND 13, OHIO 
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sharpen industrial ads 


This is the second of three articles on 
how to make better photos for better ads. 





® PUTTING THE RIGHT photograph in 
an industrial ad is insurance that 
the buyer hasn't watked away and 
left you talking to yourself 

While it is true that business pub- 
lications are one of the most special- 
ized of media offering a tailor-made 


the ad- 


vertiser can lose their attention 


audience of buyers, you 


if you don’t go after it aggressively 
For one thing, you are competing 
against other advertisers of your 
kind of product. You are also com- 
peting against time which the 
busy buyer hasn't much to waste. 
So your ad can lose the buyer's 
attention, even if it says something 
he should know, if it is dull or re- 
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whe’ wow editorial excellence 


It means readership . . . of editorial . . . readership 
of advertising. For many years Power Engineering 
has won awards for editorial excellence, which has 
helped to build an outstanding acceptance in the 
power field. 
Our editor Andrew W. Kramer who has gained 
national recognition as an authority in the power 
field continues to build this acceptance . . . with 
these 3 important ingredients. 
1. Timely Information The power engineer needs 
his own publication specializing in his day by day 
problems. Because Power Engineering is edited 
specifically for him, it must be up to the minute. . . 
to give real help. Our field edited policy guarantees 
this timely information. 
2. Direct Technical Treatment Because qualified 
power engineers are the only readers, each article 
can be directly slanted to them, and can take full 
advantage of practical technical terms and formulae, 
which is the power engineer’s language. 
3. kiditorial Leadership Power Engineering pioneered 
original articles on such advanced subjects as 
. electronic theory and application 
... the modern circuit breaker 
... alomic power 


... the gas turbine 


pig b= 
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Editor Kramer was official business press representa- 
tive on the Bikini atom bomb tests and has recently 
won national recognition through his appointment to 
the Advisory Board on Technological Information 
of the Atomic Energy Commission the only 
representative from the power field. 

Because Power Engineering confines its circulation 
to power engineers who are responsible for the 
design, construction, management, Operation and 
maintenance of power services . we can GUAR- 


ANTEE 100% READER INTERE! 
important to cost conscious advertisers 


You don’t have to buy surplus circulation directed 
to other plant operating men in order to reach the 
power engineer. Some industrial publications reach 
some of this power group, but in addition also 
cover other plant operating men. This is unnecessary 
. . because you buy 
at the lowest 


if you use Power Engineering . 
only the circulation you need . . 
unit cost. 
For more information about this low cost coverage, 
write to Technical Publishing Company, 110 South 
Dearborn St., Chicago, III. 


“Power Engineering is the only magazine exclusively 
edited for and circulated to . . . the power engineer.” 
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dundant or fails to get across the 
idea or a promise of the idea quick- 
ly Good editors, no less than good 
admen, can tell you that the right 
kind of photo working as a team 
with the right kind of headline is 
the fastest way to put over an idea 

The pictures on these pages all 
were used in industrial advertising 
ind promotion. They all show an 
industrial product in use. They 
range from undramatic, half-inch 
copper tubing to a grain car unload- 
er that dumps a freight car on end 
like a toy They are outstanding 
because they do one of two things, 
or both. They (1) command atten- 
tion through sheer drama of action, 
design or detail and (2) at the same 
time tell a story about the product 
that shows directly or hints strongly 
at a benefit for the buyer 

How do you get photos like these? 
Best way is undoubtedly through 
professional photographers . on 
your own staff or free lancers. An- 
other way is to train your own sales 
representatives to take occasional 
installation shots as they call on 
customers. That is the way of R.G 
Le Tournea, Inc., Peoria manufac- 
turer of earthmoving equipment 
(see picture 3) 

The company’s business publica- 
tion advertising uses a job story 
technique. Advertising Manager Joe 
Serkowich believes that having 
trained salesmen take photos helps 
insure complete information on job 
facts to be used with the picture in 
anad. The salesman is given a per- 
formance report to be filled out in 
connection with all pictures taken 

The report calls for the name and 
location of the job, purpose, nam¢ 
of equipment owner or contractor, 
who the job is being done for, list 
of LeTourneau equipment and com- 
petitors’ equipment on the job, yard- 
age of earth moved by LeTourneau 
equipment as compared with com- 
peting equipment, whether job is 
ahead or behind schedule and why 

“Usually our salesmen and staff 
photographers get good job infor- 
mation,” Mr. Serkowich said. “But 
if the pictures are good and job facts 
skimpy, we contact the customer fe 
further data. Once we have pic- 
tures and data, they are routed to 
our field engineering section for 
checking as to accuracy and feasi- 


bility of production. When they so 
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From seed 
to plate... 
it's chemistry 


Tomorrow's food all the way! 
supply depends upon 


today’s production 
... production that starts 
in the fields and orchards, and 
winds up in the food processing plants 
... production that is an absolute 
“must” if we are to supply not only our own 
population with food, but also a great 
part of the non-agricultural peoples of the world. 


... the science that provides the best means for 
increasing our present crop yield and food supply! 


/ This production depends upon Chemistry 
& 
i 


But further, 
it depends upon the 
professional Chemist and 
Chemical Engineer .. . that hard 
core of men primarily concerned with 
increasing agricultural and food production 
... the men who will be served by a new medium 
serving their $30,000,000,000 industry-AGRICULTURAL AND 
FOOD CHEMISTRY. Here is the only magazine that 
will carry your sales story so widely to this important buying and 
specifying group; the only magazine that brings them the 
professional work-material and news of their profession and industry. 


Published every two weeks, AGRICULTURAL AND FOOD 
CHEMISTRY will make its first appearance April Ist, 1953 —and will 
reach 10,000 important men in agricultural chemicals and food 
processing. Orders for space are being accepted now. 


Agricultural and Food Chemistry 


An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 

CHICAGO ¢ CLEVELAND « SAN FRANCISCO ¢ LOS ANGELES * SEATTLE « DALLAS * DENVER 
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Rebuilding Our Highways 

® The subject of expanding markets for indus- 
trial goods following the period of activity induced 
by spending for military production is of prime 
interest to all industrial marketers. One sugges- 
tion as to the type of work which might easily 
take up much of the slack when military produc- 
tion begins to decline is given in the $194,000 
prize contest recently announced by General Mo- 
tors Corp 

This contest is on the subject, “How to Plan 
and Pay for the Safe and Adequate Roads We 
Need.” The prizes are sufficiently large to in- 
duce many capable analysts to devote considerable 
time to the project, and the widespread news- 
paper and business paper advertising which it is 
receiving will bring the problem to the attention 
of millions of thoughtful Americans. 

Road construction and modernization represent 
one of the greatest avenues for economic activity 
of a highly valuable kind during the next few 
years. The continued growth of our population, 
the expansion of new centers of business activity, 
the traffic congestion of our cities, and the toll 
taken by highway traffic accidents, all suggest 
the importance of a master plan for making high- 
ways better and safer. 

The continued production of 5,000,000 or more 
automotive vehicles a year, added to more than 
50,000,000 already in use, puts a great burden 
on roads and streets, which are enlarged and ex- 
tended hardly fast enough to keep pace with the 
increaséd number of cars, trucks and buses. To 
really modernize highway facilities, so important 
for personal transportation and freight handling, 
would require an enormous investment, based on 
a correct plan for intelligent development of our 
highway transportation facilities. 

We predict that the General Motors contest will 
do a great deal to arouse public interest in this 
subject, and that the solution to the problem, 
provided by experts who will undoubtedly offer 
their best thoughts for consideration, will enable 
a program to be developed which will take into 
account all of the factors involved in any over- 
all consideration of the question of highway fa- 
cilities and their safe and efficient use 

And the solution, when it comes, will represent 
a program of road construction certain to dwarf 
anything we have ever seen in this field. It is 
only one of the many avenues for constructive use 
of the capital funds of this country, both public 
and private, which will be opened up when mili- 
tary requirements can be safely reduced. Such 
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a change in the character of our national economic 
program will be a welcome stimulant to industrial 


initiative and enterprise. 


Capital Expenditures Stay High 

s A key to industrial activity in general is in- 
vestment in capital goods. When these expendi- 
tures run high, business is good, employment is 
at a peak and sales and profits are satisfactory. 
When capital investment starts to decline, a busi- 
ness recession is usually in the offing. 

At the beginning of 1952, most economists pre- 
dicted that because of the probable tapering off 
of military expenditures in 1953, and because 
most of the plant capacity required for this type 
of production had already been provided for, it 
could hardly be expected that the high rate of 
capital expenditure would continue far beyond the 
current year. 

It is therefore encouraging to note that the 
economics department of the McGraw-Hill Pub- 
lishing Co. has completed a study which shows 
that industry plans to spend almost as much for 
new plant and equipment in 1953 as in 1952, which 
has been a year of great activity in this field. The 
indications are that the 1953 rate of industrial 
investment will be only 8% less than in 1952, and 
substantially ahead of 1951. 

These findings provide a sound basis for fa- 
vorable predictions for the volume of industrial 
business next year, and for setting sales sights 
about as high as the 1952 records suggest. In ad- 
dition, it may be added that business psychology 
has received a lift from the election of Gen. 
Dwight D. Eisenhower as president, as this in- 
dicates a climate in Washington far more favor- 
able to business men than that to which we have 
had to become accustomed the past 20 years. 

At the same time, industrial advertisers con- 
cerned with the promotion of capital expenditures 
for new plants and equipment may well continue 
their efforts to convince industry of the value of 
modernization and replacement programs. There 
is a great field for sales through the elimination 
of old and obsolete equipment, the retention of 
which means higher costs than necessary, based on 
the use of improved machines for practically all 
types of industrial operation. 

Educational work to stimulate thinking about 
replacement and modernization will pay off now, 
and may be even more profitable as a stabilizing 
factor in the period ahead, when capital invest- 
ment represented by plant expansion may start 


to slow down. 





Studies Show: 


A REPEATED ADVERTISEMENT IS SEEN AND READ 
BY AS MANY READERS AS IT ORIGINALLY ATTRACTED 


From the standpoint of visibility and 
readership—and certainly produc- 
tion costs—it will pay you to repeat 
one of your good advertisements. 
Thorough studies prove this. So does 
the fact that more and more adver- 
tisers are adopting this practice. 
Here are the results of one such study. 


PROJECT? To determine the rela- 
tive effectiveness of using identical 
advertising copy over and over again 
in different repeat patterns in the 
same publication. 


PROCEDURE: Thirteen surveys, 
each averaging 220 completed field 
interviews among a total of 2,865 
readers of two leading business mag- 
azines. Rating figures were devel- 


McGRAW-HILL PUBLISHING COMPANY, INC. 


oped for all of the advertisements in 
each publication to determine their 
true observation and readership. 


RESULT: 





GENERAL EFFECT OF 
REPEATING AN ADVERTISEMENT 


People who saw Readers who recall 
and read original previous insertion 
insertion 


SECOND THIRD 
REPEAT REPEAT 


ORIGINAL FIRST 
INSERTION REPEAT 











1947 


@ 330 WEST 42nd STREET, NEW YORK 18,N.Y. 


CONCLUSION: When an adver- 
tisement is repeated, it attracts as 
many “new’’ readers as it did when 
it originally appeared. 


* * 


Other evidence (and more informa- 
tion on the above study) are avail- 
able through our Research Depart- 
ment’s Laboratory of Advertising 
Performance. If you have questions 
regarding color, position, size of ad- 
vertisements, advertising effective- 
ness... or want facts regarding busi- 
ness paper advertising, we may have 
the results of some specific study 
that will help you. Ask your McGraw- 
Hill man. 
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fo men in PETROCHEMICALS 


Suddenly, within an industry, another industry has mushroomed—gigantic 

from the start and with unlimited potential—the Petrochemical source 

of materials for fabrics and plastics, paints and synthetics, soaps and explosives! 
Here's an industry that doubled during the war years—multiplied ten 

times since war ended, and is spiraling in investments, manpower and sales potential. 
Today's $2 billion in plant facilities is slated to quadruple to $8 billion by 1960! 
Direct path to the leaders and decision-makers in this Petrochemical Industry 

is in Petroleum Processing which covers the field—-keeping the lead, 

reporting the growth, keeping both pioneers and newcomers informed 

through its Petrochemical Processing Section. 

Circulation is up 15% again in this expanding field, 21‘ more 


than the combined Petrochemical circulation of the next two books. 


A complete, up-to-date directory of 
petrochemical plants and their locations 
is yours without obligation. Send your 
request to: Petroleum Processing, 1213 
W. 3rd St., Cleveland 13, Ohio. Offices 
in Chicago, New York, Philadelphia, 
Houston, Los Angeles, San Francisco. 





Sales Tips from Industrial Pu rchasing 


7 Agents 


“A salesman’s value to both his own com 
pany and his customer is in direct rela 
tionship to service rendered — service in 
directing attention to new developments 

mn knowing and filling his customer's 
requirements — in maintaining with his 
own company the customer's needs as to 
delivery, quality, and price. A good sales 
man renders good service to both parties 
Morrison 


Purchasing Agent, Fddystone Division, 


to a contract,” says J. T. 


Jaldwin - Lima - Hamilton 


Philadelphia, Pa. 


Corporation, 


“Purchasing 1s recognized today as one 
of the important functions of manage- 
ment. Most purchasing agents recognize 
thar, in a large measure, their own success 
can be attributed to the help received 
from their suppliers. The supplier has 
come to the rescue of the buyer many 
times during the past ten trying years. 
Good buyers do everything they can to 
keep the reliable supplier a member of 
the team,” says J. D. Sloan, Purchasing 
Agent, The Youngstown Sheet and Tube 
Company, Youngstown, Ohio 


“It is a pleasure to do business with a 
salesman who can ‘carry water on both 
loyally representing — his 
company and making a sincere effort to 
do all he can for the customer. For 
example, price must always be a con- 
sideration — not that first cost must be 


shoulders’ by 


lowest, but that end cost be to our best 
advantage. To prove end price benefits, 
he must know his product well and know 
our requirements thoroughly,” says R. P. 
Freehater, Purchasing Agent, Carpenter 
Steel Company, Reading, Pa. 


Let PURCHASING—the PA’s magazine—carry 
your product story directly to men like these 


What the industrial PA doesn’t know about your company and your 


products can hurt your sales. His appraisal of the merits of your 


product and the reliability of your company is a major factor in the 


buying decision. 


That's why a consistent advertising program in PURCHASING 


Magazine will complement your direct sales efforts and keep indus- 


try’s PA’s informed on your products and leadership. Use the 


magazine read regularly by 41,000* purchasing agents and buyers — 
PURCHASING — the basic magazine on any industrial advertising 


schedule ! 


PURCHASING, 205 East 42nd Street, New York 17, N. 
Offices in Chicago, Cleveland, Dallas, Atlanta, 


Los Angeles. 


*Based on survey, copy on request 


When you think of 
selling...think of 
PURCHASING 


@ os 





copy chasers 


Do your ads try to do too much 


and by sheer weight, fall flat? 


objectives are like 
when you 


® ADVERTISING 
New Year's resolutions . . 
set them up to try to do too much, 
you just fall flat on your face. 

The most sensible and the most 
attainable advertising objectives 
thus are the most simple and realis- 
tic objectives. Even as your resolu- 
tions. For instance, not “I will give 
up cigarettes in 1953” but “I will 
cut down to a pack a day in 1953.” 
Not “We want to increase sales 20% 
next year” but “We want 5°% more 
business out of Charlie Conner’s 
territory, 9% from Bob Bixby’s, 
ete.” 


Over-simplified, to be sure. And 
rightly so because what happens to 
your advertising when your objec- 
tives are too ambitious, too general 
or just plain unrealistic, well . . it’s 
suicide. If we can mangle meta- 
phors all over the place, it’s like 
standing up at the tee, forgetting 
you have a good chance to make the 
hole in five, splitting a gut to make 
it in four, swinging like a madman 
to hit a longer drive than you have 
any right to hit, and ending up in 
that embarrassing spot where peo- 
ple can’t tell whether you're going 
for the first hole or the third, East 





| FOR THESE QUESTIONS | 


1 Hew te seaily improve operations * 
2. How to definitely cet maintenance * 
3. How to effectively prevert spotiage * 
‘ ie inoue a higher product quality ? 


THIS ANSWER 


CASH STANDARD 
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dependability and economy 
are assured 


with this Warren-Quimby Type ‘"G" Pump 
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WARREN PUMPS 


WAGHER STEAM PUMP COMPANY. INC, WARREN, ™ 








Warren Steam Pump .. the easy way 


pic 


as inserted 





Ge 


or West. 

The way we figure it, a lot of ad- 
vertisers must have their objectives 
all screwed up, or at least expect too 
much of their advertising because 
they’re swinging just as madly, 
pressing just as hard as that guy in 
the preceding paragraph. And that, 
dear kiddies, is one of the biggest 
reasons why headlines get so in- 
volved, copy gets so monotonous, 
layouts so cluttered, and the general 
effect so depressingly dull. And, 
we almost forgot, why readers so 


disinterested. 


All Others Are Dull. . If you don't 
believe us (although we’re sure you 
do) just make the famous Copy 
Chasers’ test. Pick up any business 
paper on your schedule. Open up 
to your own ad, Tear it out. Now 
go through the book and see how 
unmitigatingly dull so much of the 
other advertising is 

Here, we'll try it with you. Let’s 
take this chemical magazine first. 

Right in the first few pages, what 
do we find? Here’s the A. W. Cash 
Co. saying, “For these questions: 1. 
How to really improve operations? 
2. How to definitely cut mainte- 
nance? 3. How to effectively cut 
spoilage? 4. How to insure a higher 
product quality?” Then presumably, 
this crowded, jumpy ad contains all 
the answers. Why? Why all four 
pitches in one ad? Anybody in the 
house care to argue with us that a 
good ad on any one of these potent 
And a 
thousand times easier to follow. 

Then, of course, you get the other 
extreme in this Warren Steam Pump 
Co. page, where the writer had so 
much to say he took the easy way 
out and reduced it to the nux 


points wouldn't be enough? 
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Sr MIKRO-COATOTOR 
Weeks PU ARIAS ame nme at UTES 


vomica of “dependability and econ- 
omy are assured.” 
Pulverizing Machinery Co. has a 
virtues At 
would seem. It's the 


product loaded with 
least, so it 


“New Mikro 
tem But why crowd them all into 


Air Conveying Sys- 
one little page? Don’t expect too 
much of the reader, and how much 
After all, 


you don't expect him to sit down 


he is able to assimilate. 


and order thousands of dollars of 
conveying equipment by mail, now 
do you? 

Here’s a nice clean ad signed by 
the Haveg Corp. Three separate 


headlines 


Three blocks of text. Three il- 
We say it would be bet- 
We say 


what’s wrong with giving 


lustrations 
ter as three separate ads 
again 
the reader easier doses? 

Edwin L. Wei- 
This color page jumps at 


Here’s one more 
gand Co 
you from every side: 


There’s an old saying . . if you 
. but this 
is carrying it a little too far. 


can't sell em, confuse ‘em . 


Tell All; Tell Nothing . . From all 
of this you may get the idea we are 
against the “Tell All” 
Nothing could be further from the 


technique. 


truth. 

The creators of “Tell All” made 
one of the great contributions to in- 
dustrial advertising. No 
about it. But every advertising 
technique has its limitations and 
pitfalls. In the case of “Tell All” 
it’s basically a matter of the adver- 


question 


tiser too frequently trying to tell all 
about too much. 

For instance, if Cash had told all 
about just one product virtue in- 
stead of four, we think it 
The same 
Machinery. 


would 
have done a better job. 
goes for Pulverizing 
Weigand, too. 

But there’s another chronic ad- 
vertising illness somewhat harder to 
diagnose but equally costly. It’s the 
writing that the 
. he just 


same disease in 
long-winded salesman has . 
belabors a story beyond the point 
of the prospect’s normal interest. 


We had an old boss who used to 





Innounis mg 
« NEW ons better 
(WE RAREO Generator 


RADIANT PANELS 


say, “Mr. X is mterested in becom- 


ing interested.’ And we feel very 
strongly that business paper adver- 
tising works best when it carries the 
reader from that stage to the inter- 
ested stage. From there on, it’s up 
to direct mail and personal selling 
to woo and win him as a customer. 


The Circle Story .. The simplest 
concept of the relationship of per- 
sonal selling, direct mail and space 
is the old circle story. 

In our littlest circle, in the center 
of our market target, we put our 
red-hottest prospects. These are es- 
sentially our target for personal 
service and solicitation. In the larg- 
er circle around this one, we have 
those prospects who have indicated 
they are interested. These, logical- 
ly, are the people who can be con- 
tinuously cultivated by direct mail 
with all the freedom and fiexibility 
it gives you for telling a detailed 
story. 

Finally, the still larger, all en- 
compassing circle of those people 
who by standard market measure- 
ment and a business paper’s selec- 
tivity are logically the ones inter- 
ested in becoming interested. In 
reasonable time and with reasonable 
persuasion they can be warmed up 
to the greater receptiveness re- 
quired for the fuller treatment. No, 
the lines of demarcation are not as 
sharp as this but this is the over-all 





Paper is a great open space that offers boundless opportunities for 


the development of power and influence. Be far-sighted in your printing, 
and let Cantine’s genuine Coated Papers~- made by a mill of long 


experience and success —help you get the results you plan for. 


Nef COATED PAPERS 


THE MARTIN CANTINE COMPANY, Saugerties, N. Y. 
Specialists in Coated Papers Since 1888 
Branches: NEW YORK and CHICAGO (In Los Angeles and San Francisco: Wylie & Davis) 


LETTERPRESS: Hi-Arts, Ashokan, M-C Folding Book and Cover, OFFSET-LITHO: Hi-Arts Litho C.1S., Zenagloss Offset C.2S. Book and Cover, 
Zena, Catskill, Velvetone, Softone, Esopus Tints, Esopus Postcard. Lithogloss C.1S., Catskill Litho C.1S., Catskill Offset C.2S., Esopus Postcard C.2S. 





WAYS TO PICK THE 


COMPARE CIRCULATION: 


Architectural Record’s architect and engineer circulation is at an 
all-time high. Marketwise, the Record’s subscribers verifiably design— 
and specify the products that go into—83% of the dollar volume of all 
architect-engineer designed building, both non-residential and residential. 


Architectural Record’s coverage of building planning and specifying activity is 
continuously checked and continuously guided by Dodge Reports. 


Behind the accuracy and completeness of Dodge Reports are . . . 900 trained Dodge 

news gatherers, operating from 15 district offices and 55 branch offices, covering 165,000 
different sources of construction news with 2,215,000 personal calls a year, 1,660,000 
phone calls, 334,000 letters and 1,360,000 miles of travel. 240,194,631 copies of 688,357 
Dodge Reports were delivered in 1951. 


COMPARE EDITORIAL CONTENT: 


Architectural Record is the one magazine edited specifically for architects and engineers. 

And every issue of the Record covers the full range of the active architect’s and engineer’s design 

interest in a wide variety of building types, both non-residential and residential. Furthermore, Architectural 
Record is the one magazine whose editorial emphasis on individual types of buildings is adjusted continuously to 
the rate at which these buildings are being planned by architects and engineers as shown by Dodge Reports. 


COMPARE READERSHIP: 


Architects and engineers have voted Architectural Record their preferred magazine in 39 out of 45 reader 
preference studies sponsored by building product manufacturers and agencies. 


Architectural Record offers you concentrated coverage of the architects and engineers 
responsible for four-fifths of all architect-engineer designed building—at the lowest 


cost per page per thousand. 


COMPARE ADVERTISING VOLUME: 


Year after year (and again in 1952) more building product 
manufacturers buy more pages of advertising in Architectural 


Record than in any other architectural magazine. 


In the first 10 months of 1952 Architectural Record 
carried 51° more pages of advertising than the second 


magazine, 81% more pages than the third magazine. 


F.w. DODGE 


«a: 
workbook of the - ed Z 85 
e [ active architect een 
RPORATION ond on ' 
CORPO! fel and engineer Mobile Infirmary, sia, Ane) 


First presented to architects and en 
Hedge - " gineers in Architectural Record 
LOngacre 3.0700 , Architects: Platt Roberts & Company 
Photographer: Thigpen 








RIGHT ARCHITECTURAL MAGAZINE 
FOR 1953. 











WHICH ARCHITECTURAL 
MAGAZINE BEST SERVES 
READERS AND ADVERTISERS? 


Ask Architects 
and Engineers! 


Editorial values are the source of all 
advertising values. We urge you to find 
out for yourself what architectural mag- 
azine best serves architects and engineers. 


Ask them—they can tell you. 


pattern. 

Then, once space advertising, di- 
rect mail and your salesmen are do- 
ing their right jobs in the right way 
a continuous § sifting procedure 1s 
taking place, sifting from the outer 
circle into the next circle, and from 
that circle to the inner circle and 
from there to your order books. We 
hope 

To re-emphasize the importance 
of all this, let us say that it is just 
as extravagant for you to expect 
your space advertising to make a 
sale as it would be to send your 


salesmen out ringing doorbells on 


What does it cost 
fo stop? 





cold turkey calls. So without fur- 
ther ado, let’s look at some advertis- 
ing from people who aren't out to do 
any more than create interest on 


top of interest 


Interest Comes First . . Swenson 
Evaporator Co. here is selling its 
engineers “His experience .. will 


help you reduce costs.” It takes a 


spread to do the task, a color spread 
at that 


pressive, dominating illustration, a 


It rests its case on an im- 


simple subhead, and two modest , 


paragraphs of text. It doesn’t claim 


the world only engineering com- 


petency in the process equipment 
field. The ad is palatable, believ- 
able and makes a quiet dent. There’s 
still lots more for the reader to learn 
about Swenson, and thank God 
there is, or the poor copyman would 
go nuts. 

All Allis-Chalmers claims in this 
page is that their rotary kiln “Pays 
for itself in 2 to 3 years.” If that 
catches your eye, stop . . and nine 
lines of text give you the “reason 


why.” 


* Carrier Corp. very neatly disarms 
you with the reverse of the usual 


AMERICAN 











..-on the 
railroad 
market 


The 48-page booklet “1953 
RAILWAY MARKET AND MEDIA” 
is a composite word and picture 
story of the current railway mar- 
ket and outlook for the future, 
based on the points covered in the railway market 
N. I. A. A. outline. The opening one new 
portion highlights current railway 
market developments, giving terse reviews of the business 
outlook for manufacturers supplying railroad equipment. 





The remainder of the booklet points out specific channels for 
reaching the key railway personnel within each of the depart- 
ments purchasing the bulk of materials and equipment used by 
the railroads. Railway organization charts are included, showing 
(1) the top echelons, and (2) the departmental groupings. 
The N. I. A. A. outline is followed from points 1 through 48, 
for each of the four Simmons-Boardman Railway publications, 
describing the editorial functions, distribution breakdown, ad- 
vertising record, and services to advertisers for each. 


A copy of this booklet is yours for the asking! 


@) SIMMONS-BOARDMAN PUBLICATIONS ({) 


30 Church Street, New York 7, N. Y. 79 West Monroe Street, Chicago 3, Ill. 


Terminal Tower, Cleveland 13, Ohio 2909 Maple Avenue, Dallas 4, Texas 816 W. Sth Street, Los Angeles 17, Calif 
1081 Nat'l. Press Bldg., Washington 4, D.C Terminal Sales Bldg., Portland 5, Ore 1204 Russ Bidg., San Francisco.11, Calif. 


December 1952 / 98 





“PILE OF TIN CANS AND ORANGE CRATES” 
tortamind enccehoe! vest » NOW! creck Pressires 
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question, “What does it cost to stop? omy of planting the single idea. In Lima-Hamilton .. “Now .. check 
Yes, it’s the old dependability story this color page on motors, it makes pressures throughout your entire 
in a fresh, new dress. A superb ex- just this one point . . “The way to plant from one central point” And 
ample of how to lick the trite. An grease a modern motor is DON’T.” one more. . this time, the Louisville 
OK AS INSERTED to EDWARD G. (PAT) After all, would you rather have the Dryer Division of General Ameri- 
GALLAGHER, copywriter at N. W. Ayer reader remember one point, or pass can Transportation Corp. “Louis- 
& Son, Philadelphia by a page too crowded for comfort ville Rotary Dryers utilize 85°) of 
American Cyanamid Co. does its of eye or brain? all available heat in steam.” These 
job with the greatest of professional Get it in the headline if you can, are practically complete little ads 
ease. We mean its great “Life on and you're that much better off all by themselves 
the Chemical Newsfront” series American Car Foundry does it, but 
Can't ever imagine some sales ex- good .. “Pile of Tin Cans and *% We're especially fond of this 
ecutive saying to these boys “Put Orange Crates .. said a newsman color page signed by the Chemicals 
more sell in it!” It works with the at the scene.” This is the story of Division of the Aluminum Co. of 
quiet persuasion of a master sales- a train derailment .. “Yet . . the America. Maybe you spotted it, too 
man Tank Cars Came Through!” .. the washline with the red and 


Westinghouse recognizes the econ- And another, this one Baldwin- black shirts and drawers hanging on 


96 /Indu 








vss NEEDED NOW! 
needs create a e 

HUGE - 
| MARKET 


for your 





products 


oe 


Is Your Equipment 
in this List? 

Here is the type of equipment and i] ROADS AND STREETS’ controlled circulation fits the field 

supplies bought by contractors, en |] precisely—industrially, occupationally and geographically. It 

gineers and highways officials for | reaches the two groups that comprise the purchasing power: 

the: construction ond wolnienance (1) The highway-heavy contractors who build the roads, 
of America’s highways and roads ° . . 

streets, bridges, etc., and buy the machinery, equipment, 

Air Compressors * Air Tools materials and supplies needed. (2) The government agencies 

Wi] —federal, state, county and city officials and engineers who 

; | maintain those structures and buy the supplies and equipment 

SS * Kaa || needed. ROADS AND STREETS has a total circulation of over 

Draglines * Crushers * Distributors am || 30,000 of which more than 94% represents effective buying 

power. 


Complete Coverage of the Highway-Heavy Field 


Asphalt Plants * Bituminous Repair 











Engines (Power Units) 
Fuels * Graders + Crushing Plants 
Hoppers * Jacks * Loaders 


Lubricants * Mixers * Mowers | Complete Coverage of the Rural Road Field 


Paint * Pumps * Rubber Hose 
The readers of COUNTY AND TOWNSHIP ROADS control 


Road Oil * Rollers * Scarifiers e : 2,990,000 miles of America's rural roads—County Commis- 
Scrapers * Seal Coats sioners, Township Committeemen, Supervisors and Engineers 
of townships representing a total equipment investment of 
, se Se } over 1% billion dollars. COUNTY AND TOWNSHIP ROADS 
Spreaders * Steel Bar and Mesh al | reaches these buyers at the precise point of equipment selec- 
Tires © Tractors and Trailers tion needed for maintenance of this vast network of rural 
Trocks © Vibroters © Welds |} roads. No other magazine duplicates this coverage. With a 

9 total circulation of over 31,000, COUNTY AND TOWNSHIP 
Apparatus * Wire Rope * and many ROADS covers every important buying factor in the Rural 

i} Road field. 


Shovels (power) * Snowplows 


more products 








SEND FOR THESE INFORMATIVE FOLDERS 
“America Moves Over Roads and 


Streets""— a 32-page file-size fold- a -?> Gillette Publishing Company 
~ oF Ot ye Se cepre ‘¥ 22 West Maple St., Chicago 10, Ill. 
market and publication picture Fagg ay » 

with charts and tables to help you 
determine the sales potentials of 
your product in this market. 


Please send me the folders | have checked below 


() “America Moves Over Roads and Streets” 
(1) “Don’t Overlook the Rural Road Market’ 


“Don't Overlook the Rural Road Q Nome 
Market — It's Bigger Than You i 

Think""—a 4 page file-size folder ; Firm 
—complete information on this . j 

market and the publication, and r ‘ i 
how you can sell the field effec- 

tively and economically. 
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it “There's no limit to what you 
can dry with Alcoa Activated Alu- 
mina!” The wash is captioned for 
various drying applications. The 


short text is right on the nose 


See, it’s really not hard at all to 
do good advertising. OK AS INSERTED 
to JACK M. REEVES, account executive 
and copywriter responsible for Alcoa 
advertising at Ketchum, MacLeod & 
Grove, Pittsburgh 

Hudson Pulp & Paper Corp. packs 
a lot of power in its News Gothic 
approach, “Hudson enlarges guar- 
antee on Multi-Wall Sacks: Now 
covers damage on packer.” 

This series Davison Chemical has 
been running stands up well. For 
one thing, the layout treatment is 
distinctive with its background of 
the giant “D” in color. This baby 
is “Case History #23, or the Ob- 
noxious Catalyst and how it was 
made.” 

Seems to us Koppers has a good 
way of talking about its “precipi- 
Starts out with 


tators.” “let's be 


practical about precipitators.” Two 
major equipment features make up 
the illustration of the ad, with ex- 
planatory This, in turn is 


followed by further support, “Here 


captions 


t a ‘ <% , 
| id 
Yes—BULK-FLO gives positive, gentle 


handling—fully or partially loaded 


UNA BELT s combined feeder coavesor elevator 
profitably handies hundreds of materials 


rc 
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are two ways Koppers engineers 


simplify prectpitator operation for 


you!” 

Can't tell you why exactly we 
cotton to this Link-Belt ad, unless 
it’s the tone of voice of this headline, 
“Yes Bulk-Flo gives 
gentle handling fully or 
loaded 


positive 


pa rtly 


% These Naugatuck Chemical ads 
always catch us. You know, the 
Why 


make In this case it’s 


ones like doesn't someone 


“rigid 


Why doesn't somebody 





Here are two ways Koppers engineers 
simplity precipitator operetion for yout 
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cp ern 


vinyl wire insulation like this.” 


Like what? So Naugatuck goes on 


And so on, in that vein, why doesn’t 
somebody until you hit the punch 
line. . “Somebody does!” Yup, guess 
who? 

Why doesn't 
author an OK AS INSERTED? All right, 
His name is PAUL MC CON- 


somebody give the 


we will 
VILLE, copywriter, Fletcher D. Rich- 


PRODUCT. CONTROL 
BY INFRARED ANALYSIS 












FOUR MOST 
IMPORTANT 
QUESTIONS 


DOES MY ADVERTISING REACH THE RIGHT READERS? 


We can tell you, through our Industry Census Bureau, who the Right 
Readers are for your products and services; how many there are and 
their geographical distribution. 





IS MY ADVERTISING READ BY THE RIGHT READERS? 


We secure this information from depth personal interviews in the 
fields and plants, and from telephone surveys. If you wish to prove 
the accuracy of these reports, you may make your own mail survey 
(writing to your own list, asking your own questions in the manner 
you want them asked). We will pay costs of such a survey, helping 
you determine whether Right Readers read your advertisements. 


WHAT DO THE RIGHT READERS WANT TO SEE IN MY ADVERTISING? 
We can also tell you what Right Readers like to see in your advertise- 
ments; how they like them presented, etc. The services of a well 


known research house are retaine:! on a continuing basis to make 
personal interviews in the fields and plants to determine these points. 


WHAT DO THE RIGHT READERS BUY AND HOW DO THEY BUY IT? 


Our Market Research Department is prepared to assist advertisers in 
studies of their markets and buying procedures within these markets. 
if answers to your needs are not readily available, we will make 
special field investigations for you, for it is our sincere desire to 
work with all advertisers on such mutual problems. 


211 SOUTH CHEYENNE 
TULSA, OKLAHOMA 
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Contest No 1 Campaigns that appeared in MERCHANDISING PAPERS (directed to retailers, 


wholesalers and distributors) to advertise products for resale. 


Enter as many campaigns as you wish in each of the following divisions: 


Advertising to: 1. Introduce mew products, new packaging, or new developments. 


2. Promote product features and give product information. 


3. Merchandise consumer advertising to the trade. 


4. Link merchandise with seasonal promotion. 


5. Describe—and encourage the dealer to uyse—sales promotion aids, such as window 
display pieces, price cards, counter displays, advertising mats, envelope stuffers, etc. 


6. Public relations advertising, including trade association campaigns, institutional 
advertising, sales training, endorsements, policy announcements, etc., and all other 
advertising not covered by preceding divisions. 


7. Multiple page advertising which makes the most effective use of 3 or more con- 
secutive pages in one issue. The themes of this advertising could embrace any one, 
a combination of two or more, or all of the preceding divisions. Contest Rule 
No. 2 does not apply to this division. One one-time insert of three or more con- 


secutive pages may be entered. 


28 awards: 7 First Prizes and 21 Certificates of Merit 
Judging and Awards Presentation to be held in New York 


CLOSING DATES FOR BOTH CONTESTS: JANUARY 20, 1953 


What makes effective business paper 
advertising? Service to the reader. That 
is the most important single quality of a 
business paper advertisement. Business 
papers are specialized media . . . read by 
people with specialized business inter- 
ests. Advertising that taps those interests 
will serve the reader—and the advertiser 
—best. That's why ABP believes that, to 
be fully effective, advertising in the bus- 
iness press must give the reader facts he 
wants and can use in his business. The 
presentation ofgthose facts . . . through 
copy, art and layout . . . is, of course, 
important to the success of any advertise- 
ment! But the service factor comes first. 


How the campaigns are judged. First, by 
the service test. What are the campaign’s 
objectives . . . and how clearly are they 
planned to serve the reader? 

Second, by the technigne test. How 
effectively do the ads use layout, typog- 


raphy and illustrations to meet the ob- 
jectives? Does the copy tell the story 
fully . . . present the facts clearly? 

Third, by results. Did the campaign 
accomplish the job it set out to do? If 
so, how? 


What your entries should stress. 1. Ob- 


jectives of the campaign. What was the 


background of the campaign? What 
problems was the advertising designed 
to solve? Why did you decide on this 
particular campaign . . . the space, 
frequency, copy- and art approaches? 
What was the campaign trying to do. . . 
build distribution, get more point of sale 
material used, train sales people, give 
technical data to engineers . . . or what? 

2. Results. What proof do you have 
that the campaign accomplished its ob- 
jectives? Did sales increase? Did you get 
wider distribution? Did you build accept- 
ance for a new product feature? How 
many inquiries did you get for catalogs 


or other literature? How many dealers 
used your merchandising aids? What 
happened? Give the judges specific facts 
wherever possible. 


Follow These Simple Rules 

1. Submit as many entries as you wish. 
2. Each entry must consist of at least 
three advertisements, typical of an en- 
tire campaign, 

3. Campaigns must have appeared dur- 
ing the calendar year of 1952 in business 
publications whose primary listings are 
in the “Business Publications” section of 
Standard Rate and Data Service . . . not 
necessarily in ABP member-publications. 
4. Mount each advertisement on approx- 
imately 65-lb. cover stock, and allow 
narrow margins for handling. Identify 
separate campaigns by clip or tie ar- 
rangement. Important: Keep entries as 
simple as you can. 


BG 
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NTESTS for Business Paper Advertising 


Te TO eee ee 


Contest No 2 Campaigns that appeared in INDUSTRIAL, INSTITUTIONAL and PROFESSIONAL 
‘ PAPERS. ..or those that appeared in Merchandising Papers to advertise products not for resale. 


Enter as many campaigns as you wish in each of the following divisions: 


Advertising of: 1. Construction Materials (basic materials used in the building of plants, residences, dams, roads, 
bridges, etc). For example: fabricated steel, lumber, bricks, roofing, cement, paint, hard- 
ware, etc. 


2. Maintenance and Service Equipment, Parts and Materials (equipment for installation in res- 
idences, stores, factories, plants, etc. . . . and basic operating supplies used in industry). 
For example: lighting fixtures, heating, distribution panels, oils, greases, cleaning compounds, 
repair parts, transmission belts, etc. 


3. Operating Machinery and Equipment (equipment used in the production of goods or in industrial 
operation). For example: machine and hand tools, drives, instruments, materials handling 
equipment, hoists, tractors, power shovels, mixers, distillation equipment, pipe-laying 
equipment, etc. 


4. Primary and Process Materials (‘‘unfinished” or raw materials used in the production of goods). 
For example: chemicals, metals, plastics, rubber. fabrics, insulating materials, food and 
beverage ingredients, etc. 


5. Component Parts and Materials, Containers, Packaging Supplies (‘‘finished”’ items used in the 
production of goods, or in packaging). For example: gears, bearings, switches, tubing, castings, 
wrapping materials, bottles, aluminum foil, etc. 


6. Public Relations and Services. For example: prestige advertising; trade association adver- 
tising; institutional advertising; advertising of transportation, consultants’ and other serv- 
ices; and all other advertising not covered by preceding divisions. 


24 awards: 6 First Prizes and 18 Certificates of Merit 
Judging and Awards Presentation to be held in Milwaukee 


Entries mus st be subm 


ed b 
hae receipt a io nd nowt Or their 
5. With each entry, state briefly on ad- d an agency’ 5 to con Media a; but they 
vertiser’s or agency’s letterhead: i ‘ hej Ag “pa hak eta ca adve metsin 2 
re final an e. The 


(a) in which contest and which divi- : IN any division in sp the right 


sion the campaign is to compete er contest. 


(b) the objectives of the campaign 

(c) evidence of results in relation to 
objectives (see: “What Makes Ef- 
fective Business Paper Advertis- 
ing?”’) 

(d) publications in which the adver- 
tisements appeared 

(e) name and title of the individual 
responsible for the campaign within 
the advertiser's company 

(f) name and title of the individual 
responsible for the campaign within 
the agency 


6. Be sure each entry is postmarked not 
later than midnight, January 20, 1953. 


7. Address your entries to 





ards, Inc New York 

The people who do the advertising 
for Perkin-Elmer Corp. use type- 
writer type and little memos from 
case histories for an interesting ad- 
vertising effect “How sia leading 
firms cut costs with Infrared 


Here's a sample Case 


% Revere Copper & Brass wins the 
BOOST-OF-THE-MONTH from us . . 
author, Vice-President & Copy Chief 
WARD SEELEY of St. Georges & 
Keyes, New York for this “Bub- 
bles have teeth!” ad. Read it, and 


you'll see why 


23 | 


COPPER AND BFASS INCORPORATED 


The Copy Chasers 





Cultivates Employe Relations . . 


Staudt appointed chairman 
of ABP contest judges 


® NEW yorK .. George L. Staudt, 
advertising and sales promotion 
manager, Harnischfeger Corp., Mil- 
waukee, has been named chairman 
of the judges in Associated Business 
Publications’ 11th annual contest for 
advertising in industrial, institution- 
al and professional papers. 

Mr. Staudt will head a panel of 
18 judges from industry and ad- 
vertising in the Milwaukee area who 
will select the winning business pa- 
per compaigns Presentation of 
awards will take place in Milwaukee 
in April, 1953, at a joint meeting of 
the Milwaukee Advertising Club 
and the Milwaukee Industrial Mar- 
keters Association. 

Closing date for contest entries is 
Jan. 20. For contest rules, write 


ABP, 205 E. 42nd St., New York. 





Night call! 





with the construction equipment market 


3v traditional circulation methods, the construction contractor 
is hard to find. He’s rarely at his desk. The job he’s working 
on can be almost anywhere. 


Even the construction equipment salesman, who maintains a 
continuing business relationship with the contractor, 
frequently has to'call on him at his home, after dark. 


More than 800 of these construction equipment salesmen, in a 
nationwide network, also build and maintain Construction 
Equipment’s circulation. Their night calls help give 





Construction Equipment near-perfect coverage of the shifting, 
complex construction market. j 


Thanks to this superior coverage, advertisements in 


Construction Equipment frequently out-produce all other 
magazines in this field combined. 
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The Iron Age 





weapons of medicine 


Today many of the weapons of medical science are completely dependent 
on metals. The recently unveiled betatron at Sloan-Kettering Institute for 
Cancer Research... the dramatic electron microscope, most powerful mag- 
nifying instrument in the world—both these weapons in the war against 
disease would be unknown but for the ingenuity and unceasing efforts of 
metalworking men. 


Through the authoritative pages of The IRON AGE, week after week, 
come news stories, technical articles, last minute flashes so useful, so neces- 
sary to these same metalworking men. Here is highly important, highly 
readable material, eagerly looked for and absorbed by production men 
needing new tools to fashion their metals .. . metallurgists looking for 
unique combinations of metallic properties ... engineers who are interested 
in the better methods of casting, forging, machining, welding, finishing 
... top administration executives who must have facts to prove the feasibil- 
ity of a product. 


This is metalworking’s team... now meet its magazine. 


THE IRON AGE... HORIZONTAL IN INDUSTRY COVERAGE 

The IRON AGE is a pulsating, living publication. Its editors—capable, 
experienced men all—constantly roam the field in search of the vital news of 
metalworking. That’s why The IRON AGE keeps coming up with the 
reports that are “firsts’”—in importance, timeliness and accuracy. And that’s 
why its readers accept as fact all the up to the minute data on markets and 
prices, manufacturing processes, controls, materials. 


THE IRON AGE... HORIZONTAL IN READER APPEAL 

It follows that a publication with such tried and true editorial appeal and 
acceptance is also a powerful advertising medium. It is proven by IRON 
AGE leadership in pages of advertising year after year... advertising that 
reaches 136,958 metalworking executives in administration, production, 
engineering and purchasing. They are the proven buying influences in 
metalworking ... they’re the men you must sell in this vast $80 billion 
market. You sell them most economically through The IRON AGE. 


The most successful salesman in the industry... WironAige 


No. 1 in metalworking 


ida) NB P| A CHILTON PUBLICATION, 100 E. 42nd ST., N.Y. 17, N.Y 





sales promotion 


Here it is! 


NOW YOU CAN SAVE TIME AND EFFORT 
IN FIGURING STAINLESS STEEL PRICES 





How to Use 
THIS STOCK LIST-CALCULATOR 


STEP No. 3 


#0. BOK 6308 


NOTE: » 
» Chicage 80. Wiiners 


CHICAGO STEEL SERVICE CO 


issued a 


that 


® A STEEL distributor has 


unique self-pricing catalog 


solves one of the industry's market- 


ing problems, and gives the com- 
pany a slight promotional edge over 
its competitors selling to the metal 


fabricating and construction fields 
A problem bothering steel ware- 
houses like Steel 


Co., Chicago 


106 / is ustrial Marketi 


Chicago Service 


is how to include com 


comment on catalogs 


exhibits motion pictures 
/ 





ideas 


booklets / direct mail 


slide films / sales helps 


CURRENT PRICES 


solves catalog price problem 


plicated pricing information in their 
stock lists, when the “base price” of 
steel delivered from mills is subject 
to frequent change . . and can make 
an expensive catalog obsolete over- 
night 

Separate printed supplements, the 
have several draw- 


’ | 
usual solution, 


backs They get separated from the 


Outdated supplements re- 


( atalogs 


circulation. They in- 


The multiple columns 


main in are 
convenient. 
of figures can be confusing to cus- 
tomers. 

The solution worked out by Chi- 
cago Steel Service, one of the lead- 
ing midwest distributors of stainless 
steel, was a special slide-calculator 
permanently hinged into the com- 
pany’s new 102-page plastic bound 





These charts show 


how N.E.D. is delivering more for your money 


A 


= ee 
usmess PAPERADVERTENG ae” advertising in N 


TREND OF ALL 20,00 eae 
pages 


has grow” steadily: 


ginquiries | 


production © 


the growth | 


\ 


has exceeded 


GROWTH IN. So in advertising: 


The most important reason why advertisers use New Equipment Digest 
is to produce responses from readers—so there is real significance 
in N.E.D.’s steadily climbing record of advertising carried. It proves 


that N.E.D. is doing its job... producing the results expected. 


And if further proof is needed—look at the lower chart. The volume 
of inquiries produced by N.E.D. has grown faster than the volume 
of advertising! Today N.E.D. is delivering more for each advertising 
66,400 COPIES dollar invested than ever before in its history. 

(Total Distribution) : sac : 
Every day, more and more alert advertising men are making 
200,000 use of N.E.D.’s high readership, broad coverage, 

READERS and ability to produce results, 


in 40,209 
PLANTS 


A PENTON PUBLICATION | 


CA Mm NB 


1213 West Third Street 
Cleveland 13, Ohio 
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assavie, REVERSING Tne tye? 
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WIS 7 4G 


lite Linestartes 


‘ 


L ’ 


Meow Westinghouse 


NEW file Linentarre: 


cuts installation costs 4 ways! 


According to Ad Manager Wagner, 1. 


like these in eight business publications reached key 
buying influences such as design engineers, electrical 
contractors, resale and user manufacturers, manage- 
ment and purchasing executives 

Total Business Publications circulation: 209,646. 
Impressions: Over 1,500,000. 





Westinghouse Adds 
300 New Motor Starter Customers 
through help of business publication advertising 


Tue WESTINGHOUSE ELECTRIC CORPORATION 
announced its new Life-Linestarter in eight 
leading business publications. Reports R. P. 
Wagner, Industrial Advertising Manager for 
Westinghouse, ‘“‘Before the new starter was 
announced, sales and brand preference were 
down. Our objective was to raise both by means 
of integrated advertising and sales promotion. 
This included promotional bulletins, competi- 
tive data, product samples, customer meetings 
and direct mail, all supporting our space 
advertising. 

“New product releases, including photo- 
graphs, were also sent to 120 magazines. Adver- 
tising and feature stories sometimes appeared 
in the same issues. 





NB 


‘Results were unparalleled. Billings tripled on 
a monthly average and were increased four 
times by the end of a year. More than 300 new 
customers were obtained.” 

The success of this Westinghouse campaign 
is typical of that obtained by other manufac- 
turers who use business publications reaching 
a preselected audience of valid prospects. Cus- 
tomers, conditioned by the editorial material, 
are contacted when they have business on 
their minds. 

For developing new markets or increasing or 
holding old ones, pinpoint your audience in the 
Business Press. Ask your agency for recom- 
mendations about publications which reach your 
specific markets—or write NBP for suggestions. 





First for the Business Press 


NATIONAL BUSINESS PUBLICATIONS, 


1001 FIFTEENTH STREET, N.W. »* 


The national association of publishers 

of 140 trade, technical, scientific and 

professional magazines, having a 

combined circulation of 3,304,485... 

audited by or +.» Serving 
— 

and promoting the Business Press of 


America ... bringing thousands of 


WASHINGTON 5,0. C. « 


INC. 


STerling 3-7535 


pages of specialized know-how and 
163,946 pages of advertising to men 
who make decisions in the trades, 
sciences, industries and professions 

. pinpointing your audience in 
the market of your choice. Write for 
complete list of NBP publications. 
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stock list. The device tells the com- 
plex steel-price story at a glance 
And the card in the calculator can 
be replaced at negligible cost when- 
ever prices change 

In previous company catalogs the 
customer wishing to determine price 
had first to turn to the page on 
which the item he wanted was listed 
Opposite the item was a base price 

the lowest unit price obtainable 
To find 


out the price in lesser quantities the 


by high quantity purchases 


customer had to turn to another 
page where the quantity extras were 
listed. Then he had to add these on 
to the base price 
The company’s _ slide-calculator, 
devised by W. R. Gill, advertising 
manager, eliminates the adding op- 
eration, as well as the chance of er- 
ror. At the same time it shows the 
customer prices for all other quan- 
tity-breakdowns of a given item 
This is not merely a convenience 
it tends to encourage the customer 
to buy more If he sees on the cal- 
culator that the quantity he in- 


tended to buy comes close to a larg- 
brack- 


et, it Is possible he will increase his 


er-quantity-lower-unit-cost 


ordet 

Chicago Steel Service has distrib- 
uted some 10,000 copies of the cata- 
log to customers and prospects, pre- 
ceded by an announcement post- 
card. The company feels that the 
calculator will help competitively 
Since the cost and quality of steel 
offered by rival warehouses may be 
regarded as the same, the company 
reasons that steel buyers will refe: 
to the catalog that is easiest to use 

The company has about 20 sales- 
men who are enthusiastically press- 
ing that point on purchasing agents 
Steel users tend to have supplier 
loyalties that are not easily swept 
away. But the company, which pro- 
motes itself as “the House of Stain- 
less,” only wants purchasing agents 
to get in the habit of calling Chicago 
Steel Service first 

In the first three weeks after dis- 
tribution, the company received re- 
quests for about 300 additional copies 
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Shellmar promotes printing 
process with Korean War use 
One effective way to publicize in- 
dustrial products is by dramatizing 
their applications in wartime com- 
bat. Opportunities to do this don't 
always exist. But the reputation of 
nylon, for example, was helped con- 
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Marines are traditionally first to fight because they are always 
ready to fight. Both the techniques and the materiel of warfare 
are under constant development and refinement by the U. S. Marine 
Corps. 


The Marine Corps in military operations pioneered 
dive bombing . . . the landing craft... the am- 
phibious tank .. . close air support... use of the 
helicopter . . . the anti-tank grenade .. . the 
armored vest... the sub-zero boot... 


The Marine Corps conducts one of the foremost testing centers for 
new equipment of all kinds. It is specifically charged by Congress 
under the National Security Act to develop ‘. . . those phases of 
amphibious operations which pertain to tactics, technique and 
equipment employed by landing forces.”’ This vital defense func- 
tion is carried ovt by the Marine Corps through the Marine Corps 
Development Center, the Marine Corps Equipment Beard, and the 
Joint Landing Force Board in coordination with the Army, Navy and 
Air Force. 


In o very real sense Marines have drawn blueprints 
for action and equipment in every war in which our 
country has been engaged . . . on land, in the air, 
af sea. 


If you have machinery or materiel — engine, instrument, tool, im- 
plement or utensil . . . equipment, gear, appliance, apparatus, ac- 
coutrement, or appointments — a product or service that may be 
utilized for the defense of your country .. . IF YOU'RE SELLING TO 
THE SERVICES — TELL IT TO THE MARINES! 


The best way fo do that is through the pages of the 
Marine Corps Gazette . . . largest circulation pro- 
fessional military magazine in America. Two out 
of three Marine officers are Gazette subscribers .. . 
the Gazette reaches 36 foreign governments, major 
installations of all four branches of the Armed 
Forces, more than 100 universities and colleges .. . 
professional military men everywhere. 


Marine C 


orps 
Gazette 


scar 
SELLING TO THE SERVICES ?... 
TELL IT TO THE MARINES 


For rates and data 
address Promotion 
Manager, Box 106, 
Quantico, Va., or 
Capt. Murray Martin, 
2 West 46 St., New 
York 36, N.Y. tu 
2-1540. 








These Editors 
build Editorial Quality 
into PIT AND QUARRY 


to make your Advertising 


more productive 













Why Readers Stay Longer with Each Issue of PIT AND QUARRY 


EDITORIAL 
out trends, interpreting government actions, warning ot dangers, 


Covers important developments of all kinds, pointing 


advising on actions, etc 


NEWS 
government reports, men in the industries 


Covers wide range of subjects—news of new companies, 


WASHINGTON NEWS LETTER— Written by a top-flight professional 
industrial and labor economist—who has his finger on the pulse 


of national affairs, Interprets events as they affect these industries 


COMING EVENTS 
for months ahead 


A complete list of conventions and meetngs 


CEMENT PRODUCTION CHART 
and other important information 


Latest official fgures on production 


LIME PRODUCTION CHART 
duction 


Latest official figures on lime pro 
30 YEARS IN PIT AND QUARRY 


back memories to the older generation, and of real interest and 


-A popular feature that brings 
value to newer men in the industries 


uz /'n justrial Marketing 








, TRAFFIC NEWS 


NEW MACHINERY AND EQUIPMENT— Describes new developments 


in machinery and equipment used by these industries 


MORE INFORMATION PLEASE— Describes manufacturers’ literature 
Listed so that readers can quickly and easily get information via 


an attached postcard 


SCREENINGS—Plays up the humorous side of these industries with 
a touch that can only come through wide familiarity with their 


problems and practices. 


PERSONAL MENTION 


industries 


Important news about individuals in these 


TRADE NOTES—News of manufacturers selling to the non-metallic 
minerals industries, and persons connected with them 


LEGAL DECISIONS 
who specializes in legal cases in these industries. 


Selected legal decisions—written by a lawyer 


Latest complete .traffic information on the prod- 


ucts of these industries 





PIT AND QUARRY is no ivory-tower-edited publication. Its editors are not the 


swivel chair variety. They are big-name, successful engineers in their own right who are 


constantly on-the-go for exclusive features and on-the-spot industry reports. They have 


field-familiarity—they know how to talk to readers. They understand the problems of the 


industry, and their special knowledge and years of experience are interpreted in the 


pages of PIT AND QUARRY. They are responsible for the wide editorial influence 


which makes PIT AND QUARRY the very best publication for the industry and 


therefore the best advertising medium for you. 


First in the Field! 


FIRST IN EDITORIAL QUALITY 

FIRST IN TOTAL PAGES OF EDITORIAL 
FIRST IN QUALITY CIRCULATION 
FIRST IN MAIL SUBSCRIPTIONS 

FIRST IN ADVERTISING VOLUME 
FIRST IN CLASSIFIED ADVERTISING 
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Top Coverage of All Buying Factors 


PIT AND QUARRY is a member of both the ABC and CCA to give you 
coverage of all men in key positions—to place it in the hands of every 
plant of any consequence in the United States, Canada and Mexico. You 
get a more complete and effective coverage of the non-metallic minerals 
industries through PIT AND QUARRY than through any other publica- 
tion serving this market. 

Ask your nearest PIT AND QUARRY representative for full information 
about this magazine which carries by far the largest advertising volume 
in this field and has for 14 consecutive years. 


PIT AND QUARRY 


431 SOUTH DEARBORN ST., CHICAGO 5, ILL. 


Offices in NEW YORK * CLEVELAND + LOS ANGELES + SAN FRANCISCO + WHITTIER, CALIF. + SEATTLE + DALLAS + DENVER 
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siderably during World War II by 
its excellent service in parachutes 
Now, Shellmar Products Corp., 
Mount Vernon, O., has drawn in- 
dustry-wide attention to its new 
gravure process called Colodense 

by winning the job of printing 
official 
special plastic for use by the armed 
forces in the Korean Wan 


The passes are printed in red and 


“safe conduct passes” on a 


blue in Korean, Chinese and Eng- 
lish. They are made of Pliofilm, 
a plastic stock produced in either 
opaque or transparent form by 
Goodyear Tire & Rubber Co., Akron 
The plastic is used instead of paper 
because passes dropped by air be- 
hind enemy lines may lie on the 
ground through all kinds of weather 
before enemy soldiers find them 
The company claims its printed sur- 
render message assuring an en- 
emy soldier safe passage through 
U.N. lines and good treatment as 
an honorable prisoner of war, signed 
by the commanding general . . will 
be legible even after months of ex- 


posure 


Got an advertising message? 
Douse it in water! 


A new 


enabling purchasing agents, engi- 


advertising medium is 


neers and other buying influences 
to take time out for an extra trip 
to the water cooler 

The medium is the “Secret Mes- 
sage Post Card,” which contains a 
blank back side that has to be 
dipped in water before the adver- 
tising message appears. The post 
card, designed for novelty in direct 
mail campaigns, is being produced 
by Weck Process Co., New York, for 


industrial and consumer advertisers 


Solderless terminal maker's 


booklet explains humorously 


Example of an effective mailing 
piece produced on a modest scale 
is the humorous little booklet en- 
titled, “Aha! I’m glad you asked,” 
Aircraft-Marine 


Inc.. Harrisburg, Pa., maker of sol- 


which Products, 


derless terminals, has sent to cus- 


114 /1 lustrial Marketing 


tomers and prospects 

The two-color, 542x35%”" booklet 
explains the problem of wire con- 
nections by means of primitive-style 
cartoons and simple phrases of copy 
printed in large, hand-lettered type 
The booklet also tells how the com- 
pany’s products solve the problem, 
concluding with a brief catalog list- 
ing 

The mailing piece was originally 
designed for intra-company use 
only, but was so well received that 
extra thousands were distributed in 
the electrical industry. The piece 
was designed by the company’s ad- 
vertising agency, Renner Adver- 
tisers, Philadelphia. Cartoons are 
the work of Thomas V. Hodges, ac- 
count executive. 


Linco!n Electric widens field 


with weld-design awards 


A maker of are welding equip- 
ment is promoting the adoption of 
welding in work formerly done with 
rivets by means of a foundation 
bearing the name of the company 

The James F. Lincoln Arc Weld- 
ing Foundation, created in 1936 by 


Electric Co., Cleveland, 


awards annual prizes for new weld- 


Lincoln 


ing designs that show savings, or 
functional improvement, in con- 
struction work and machinery fab- 
rication. ' Then the company dis- 
seminates these welding ideas 
among prospects. 

As its top award of last year, the 
foundation gave a $7,627 prize for 
a welded design of a seven-span 
The design, the 
company claims, indicated a steel 


deck girder bridge 


savings of 24°% over what was ac- 
tually used in erecting the bridge 
by riveting. The foundation has 
published two books presenting the 
results of previous award programs 
and is now preparing a third. 
Other prizes for welded bridge 
designs brought the total awarded 
by the foundation to some $15,000 
in the bridge classification alone. 
Bridges based on award designs 
have already been or are being 
erected in at least six states, the 
company Through the 
foundation’s promotion of the weight 


reports. 


and cost saving advantages of weld- 
ing, the company hopes to interest 
bridge builders in other regions. 

A parallel program has been fol- 
lowed in the mechanical design field, 
where $30,000 in prize money is cur- 
rently offered 





People get 
electricity 
where they want it 
by means of 
wires 
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Each wire has 


two ends... 


zt 


S0...each end 


has to attach to 
something 














Macuie DESIEN 


consistently occupies first place 


in independent readership studies | 


among Design Engineers... 





Readership is the 
only true measurement 


of advertising effectiveness 


Wherever products are being engineered... 


you'll find key men reading 





employe communications 


public relations 


Easy Guide .. 
B 1 1 


by Robert Newcomb 


and Marg Sammons 


Small company, big open house 


feature full week of tours 


® wWiTH sNoW on the ground over 
a large part of the country, it seems 
a strange time to report on some 
new open house procedures that 
look good for the sunny days of 
1953. Companies in the west and 
south have no particular problems, 
but if you are located near Brillion, 
Wis., where a sturdy little company 
known as Brillion Iron Works is 
located, you give a thought to 
weather 

Brillion is principally a manu- 


6 /indu trial Ma 


facturer of farm implements . . tools 


for seed bed preparation, pulvi- 
mulchers, pulverizers and packers, 
grass seeders and grain drills, and 
an impressive line of gray iron cast- 
ings. The company is in a small 
community 20 miles northwest of 
the shipbuilding town of Manitowoc, 


on Lake Michigan. Brillion man- 


agement has a strong tie with the 


community, and likes to keep it that 
way. 
Before we tell you about its rath- 


Industry’s relations with 
Employes/Stockholders 
Distributors/Suppliers 


Neighbors 





er amazing week-long open house, 
have a look at some of the courtesies 
extended by Brillion to its fellow- 
townsmen. These are frequently 
placed on the barrel-head, and 
Brillion properly believes that if it 
is to make a contribution to a com- 
munity, then it has every right to 
make the known. 
Thus: 

In 1948, the company contributed 
$3,000 toward high school band uni- 


contribution 


forms and instruments, and made 
another $2,500 donation to parks and 
recreation in the city. 

A year later $1,000 went to the 
city for vocational education. The 
school district used the $4,000 com- 
pany donation to get the high school 
athletic field lighting system under 
way. 

A year later the company pre- 
sented the school with another gift 
of $3,000, which was used for the 
lights, and paid an additional $340 to 
complete the field. 

In 1951 the company made a $5,- 
000 contribution to the city to be 
used in the improvement of the 
school stadium. 

And today, Brillion directly helps 
the youth organizations of the com- 
munities and sponsors a local Boy 
Scout troop, as well as a Cub Pack. 
Many of the Scout and Cub Scout 
leaders are Brillion employes. Sev- 
eral employes are active in local 
government and civic affairs, and 
Brillion encourages this activity to 
the hilt. 

That’s an back- 


ground of a company which has a 


in-a-nutshell 


payroll of only slightly more than 
500 employes. Yet its good works 
in the community are, as one may 
see, large and varied, and nobody 
at company headquarters has ever 
been heard to protest that “after 
all, ours is only a small company 
and these civic activities are only 





You're sittin’ pretty when you 
MAKE MORE SALES CALLS 
AT LESS COST IN 


| MORE CALLS! | In Progressive Architecture, 


you can sell the world’s largest professional architectural audience— 
architeam members who select and specify 

building products and equipment for 89% of the nation’s 
architecturally designed buildings. 


2. first in architects 


> first in engineers 


> a first in designers 
2 first in draftsmen 


PP __ first in total 
professional architectural 
circulation—30,001* 


*Publisher’s Statement, 
June 30,1952 


LESS COST! Progressive Architecture 


gives greatest coverage of all members of the architeam 
at only $15.83 per page per thousand 

—lowest cost of any publication serving 

the architectural field. 

OTHER P/A PLUS VALUES 

Editorial coverage of all architectural services. 

Serves all architectural specification team members. 


Highest subscription renewal percentage. 


PROGRESSIVE ARCHITECTURE 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 
WORLD’S LARGEST PUBLISHER OF ARCHITECTURAL BOOKS 








the large companie 
4 few months back, “Brillio 


dertook an open house 


week long The time and effort 


and energy that went into the pro- 


gram was staggering, but company 


officials and townspeople as a whole 


the best-planned 


open house programs your reporters 


have ever come upon and to pro 


vide interested readers with a blow 


| 


by-blow outline of the week 





Communications man of the month .. 


He mounts soapbox to talk to employes 


.. and builds $1,000 into $2,500,000 


Bryant Essick . . 


@ THE PRINCIPAL lament 
tives whose communiceti 
have collapsed is that they haven't 
for communication As the 
company grows larger, they explain 
they must devote their attention to 
the more vital details of business 


When the ghost ol 


unrest parks on the doorstep, these 


activity labor 


executives suddenly discover that 
nothing is more mportant than peo- 
ple 

Nothing is more important than 
people to Bryant Essick, a busy and 
affable manufacturer of Los Angeles 
and Milwaukee, who hasn't a dim 
to invest in the theory that a busi 
ness can ever become too large fo1 
make it 


the people who he lped 


large. In February, 1932, his strug- 
vling young business crashed around 
his ears, and by borrowing on his 
bought the busi 


Today 20 


life insurance he 
$1,000 


ness back fo 
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years later, it has a value of $2,- 
500,000. Essick Mfg. Co. is a going 
concern 

Bryant Essick commands the re- 
spect and loyalty of his people for 
a variety of sound reasons His 
people are merit-rated on an elastic 
basis a man is measured not as 
a cold statistic ona piece of paper 
identity 


but as a_ flesh-and-blood 


with a heart and a mind. The com- 
pany’s president virtually lives ir 
his Los Angeles plant, and when he 
isn't there, he is in his plant in Mil- 
waukee 

If he has 


calls the boys into a huddle at one 


a message to deliver, he 


end of the plant, mounts a soapbox, 
and peels the message off If its a 
less urgent communique, he reaches 
his people by public address system 
a microphone on his desk 
He maintains close contact with su- 
pervisors, and senses gripes before 
they become serious. One of his 
more notable assets is that he can 
run every mat hine in the place 
For months prior to the election, 
he coached his people in good LOovV- 
ernment and sound political think- 
ig He has just completed his on 
ond term as president of the sane 
and sensible Merchants & Manufac- 
turers Association of Los Angeles 


which preaches and practices good 
industrial relations in one of the 
most vital manufacturing areas ir 
the land. To its attentive members, 
Bryant Essick has urged sharing in- 
formation with employes, and has 
been able to show everyone how to 


do 


schedule, here’s the way Brillion 


handled it, on a day-to-day basis 
Monday .. This first day was de- 
voted to business friends and coun- 
sel. Shortly after the lunch hour, 
the company held a plant tour and 
office visits. After the tour, which 
lasted until the shift ended, cock- 
tails were served, then dinner fol- 
lowed by entertainment 


Tuesday . . The plant was thrown 
open to another group . . secondary 
suppliers, contractors, officers of the 


The tour 


before was duplicated 


union and other friends 
of the day 
In the late afternoon the employes 
gathered. The tour 
continued until nine, covering the 


for employes 
first shift only the second and 
third shift employes came later, as 
their time permitted 


Wednesday .. Brillion handled the 
second and third shifts, and at two 
in the afternoon, decks were cleared 
for the company’s customers. They 
made the tour of the plant, and like 
the others, were wined and dined 
favored small, intimate 
taking them in small 
parties, everybody seemed to have a 


Briilion 
groups; by 


better time than if a large group 
had participated 


Thursday . . The company acted 
as host to the employes’ families 
These came in two groups, on a 
staggered schedule. The youngsters 
had special attention. In the after- 
noon, the company’s major suppliers 
came in and, like earlier groups, 
made the tour and stayed around for 
dinner and pleasant conversation. 


Friday . . The general public was 
asked in for much of the same sort 
f hospitable treatment, and in the 
evening the BIW employe group 
(for Brillion lron Works) Leaders 


Club was entertained 


Saturday . . Office employes made 
the tour These were left to the 
last, not for any reasons of neglect, 
but because so many of them were 
involved in details of the week's 
activities and just couldn't be 


spared 


Later, Teachers .. It sounds like a 


bone-crushing week for the arrang- 
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Yes, we'll admit it .. . PLUMBING & HEATING 
BUSINESS is a!ways on trial. 

In fact, we deliberately put «:rselves on trial 
from time to time . . . as we did recently when 
we surveyed 25% of industry contractors. 
Some 1400 replied .. . 1400 jurymen you might 
say. 

In polling this jury, it was found that: 

49.4% prefer PHB to any other in the field! 

These figures are strong evidence of reader- 
ship . . . and readership is what pays off for the 
advertiser. 

PHB goes to 27,903 plumbing & heating con- 
tractors, retailers, wholesalers operating a full 
service business, and others. 

22,210 of the contractors and retailers are 
the top hatters* of the business. They’re not 
just pipe-and-wrench men. They sell, merchan- 
dise and install every type of equipment. Ac- 
tually, they’re ALL on the PHB jury. Their re- 
actions decide whether we're giving them the 
kind of magazine they want to read. They’re in- 
tent on getting the facts and information about 
their industry that PHB consistently publishes. 

Put it up to us to put the full story of PHB up 
to you! 





*22,210 top hatters .. . hand-picked 
from our list of 73,538 plumbing and 
heating contractors . . . largest list 
available anywhere! 


/ 
@ PLUMBING & HEATING 
BUSINESS 


Grand Central Terminal Bldg. New York 17, N.Y. 





ers, and it probably was, but the 


result seemed so uni rsally good 


that 


was held A few 


everyone seems glad the party 


weeks later, dur- 


ing the vacation period when it was 


possible to get teachers together, a 


special tour and party was given 


for the Brillion high school faculty 
Teac her 


toured 


came in the morning 
office 


interviewing each of 


the plant and spent 
ten minutes in 
the company’s key men, stay 


cocktails and dinne1 


Open House Check List. . In this. 


probably the most ambitious oper 


house ever held by a 


company ol 


moderate — size nothing seems to 


have been overlooked. The assign- 
ments were parce led out on a busi- 
they included, in 


make 


committees responsible for 


ness-like basis 


case you'd like to note ol 


them 


Promotion of the affair in the 


plant and community; preparation 


of the plant; invitations; planning 


the schedule, including the tow 


proper; a committee to handle wel- 


the guests and offering as- 


coming 


sistance to any who needed it; tour 


exhibits; souvenirs 


guides 
Food included: refreshments (that 


meant refreshments in addition to 
the large 
dinners 
tails 


d'oeuvres 


numbers of luncheons and 
that 


were served) cock- 


served hors 


cocktail 


this in- 


(employes’ 
during the 
entertainment 
talent 


wives 
pe- 
riods) 
outside and 


cluded press 


and miscel- 


coverage, 


flowers The 


photog: aphic 


Janeous things like 
company even had arrangements for 
“thank-you” notes to be sent to all 
those who attended 

This department is weary of say- 
probably 
counselled) that 


deal of 


ing (and readers. are 
f being 
take a great 


open houses 


21) 


planning Brillion did its prepara- 


tions up brown In 
Tour 
every 


that 


a tact-pac ked 


memo labelec Data,” it 
boiled 


about the 


down single thing 


toul Was necessary 


for participants to know. Here is a 
fair sample 

“Stop 22 Neat 
sand Cups la operatio 
pola is a vertical shaft typ 
ing furnace. It is lined v 
ractory brick and equipped 
windbox and tuyeres for the adm 


sion of air. (Explain terms briefly.) 


This is followed by a brief de- 
Then 
“Mixing ladle capacity is approxi- 
mately 5000 lbs.; bull ladle capacity, 
about 2800 pouring ladle 
pacities used, 700, 400, 300 lbs. Tem- 
perature of iron at cupola . . 2850 to 
2900 degrees F és 

This 


Anyone 


scription of the operation. 


lbs, ca- 


reference’ sheet 
the 


had it at his finger tips, in case he 


was. the 


connected with show 


needed it. Naturally, no guide went 


into the great details involved here, 
but every guide was equipped to do 
so. Nobody went away without an 
answer to a question. The Tour 
Data sheet was terrific. 

If you need a blueprint for good 
open house operation, have a look 
at the job done at Brillion. The 
Oliver C. 
Wordell, who is personnel director; 
address is Brillion Iron Works, Inc., 
Brillion, Wis 


assignment came under 





Which ad 


attracted 


Below is 
the answer 
to the problem 


on page 56 


more readers? 


® THE FAFNIR ad attracted more 
readers 

The ad had 
that 
shows are effective in getting read- 


ers. The ad: 


1. Emphasized an end benefit, not 


many characteristics 


previous readership research 


the product itself 


Fatnir 
Seen- 


Noted Assoc. 


Pictured the product in use. 
Used a cross-section. 
Used more than one bearing in 
the illustration. 
Stressed tolerance and precision 
in an ad in Machinery. 
The scores, as reported by Daniel 


Starch & Staff, New York: 


Hyatt 
Read 


Most 


Read 
Most 


Seen- 


Noted Assoc. 





tage of 
zid they 
whether 


with the 


Cost Ratio « 





FOR REAL 
ECONOMY 


combined with 


) PERFECT 
PROJECTION 
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There is no longer any reason to deprive anyone of the benefits of 
visual instruction. Certainly not a budget reason — because this fine Viewlex 
Filmstrip projector is so modestly priced that it is easily within the reach 
of even the most stringent budgetary limitations. 

The Viewlex models V-4 and V-44 have been specifically designed for 
use with filmstrip only — in classroom or auditorium. It has been designed 
to put your lecture material “across” effectively, effortlessly ... and 
INEXPENSIVELY! Even under the most adverse conditions it will give perfect 
Yrojection. 

Look at its many features. Unsurpassed performance and top-notch 
construction, combined with functional, streamlined design. Clear, sharp 
projection, brilliant illumination — 2” - 3’ -5’'-7” interchangeable lenses! 

Compare the real value of this exceptional projector with it’s extremely 
low cost. Decide NOW to use Viewlex for your visual instruction equipment. 


Write for descriptive literature — Dept. 14. 








BIGGEST NEWS IN YEARS 


CLUB ALUMINUM! . Ans New Selfiag Center’ 


aes 


aie 


ae masons 


turns Salee your way ! 





Masonite Corporation 
Presdwood and other products 


The Hobart Manufacturing Company 
KitchenAid home dishwashers 


Club Aluminum Products Company 
aluminum cooking utensils 


There is no substitute for successful 


One thing it teaches is this: advertising must do 
far more than catch the buyer’s eye. 

Suppose it does interest him in what you have 
to sell. He asks for your product and hears, 
“Sorry, we don’t have that in stock,” or, “Yes, 
we carry that, but here’s something I think you’ll 
like better.” You know the result: NO SALE. 
You’ve interested the prospect—but you haven’t 
sold the dealer ! 

So with the other links in the sales chain... 


wholesaler, distributors, salesmen, jobbers... 
advertising must put every one of them solidly 
behind your product. 


Here, then, is a test of an advertising agency. 
Will it seek out all the groups that influence your 
sales, industrial or consumer? Does it know the 
right approach to win each group to your side? 
The Buchen Company will and does; it has been 
doing the complete job—successfully—for more 
than 29 years. 





s 
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Harnischfeger Corporation 
diesel engines—erport field 


C. A. Dunham Co. 
heating equipment 


Fairbanks, Morse & Co. 
home water systems 


~ 


a 


Wood Conversion Company 
Balsam-Woo! insulation and Nu -Wood interior finish 


The H. M. Harper Company 


non-corrosive fastenings 


Chain Belt Company 
chains, conveyors and processing equipment 





Troy Furniture Curtis Companies, Incorporated Ponderosa Pine Woodwork 
wrought-metal furniture windows, doors and woodwork 


experience 


In Advertising to 


D)euloud anil Chidedb lubed for instance 


Here are clients of The Buchen Company, 
and typical advertisements prepared to win 


the support of their dealers and distributors. 
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OLIVER'S Progr 
Heres the embiem that means 
Mere Business tor you! 


Py Armstrong -Yeror 


Victor Manufacturing & Gasket Co. National Committee for LP-Gas Promotion The Oliver Corporation 
gaskets and oil seals liquefied petrol gas, appli and equi farm machinery 





Specialists in durable goods and services 
for home, farm, and industry 


THE 


3 On Ons @ CHA fm On OWA) B ove UaD & DAILY NEWS BUILDING, CHICAGO 
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The Radio-Electronics Industry 


— between covers — 


4 


26,500 Jz As 
Copies to af Achievement: From a strictly prac- 


Members 6 tical standpoint, here is the working in- 
formation on an entire industry, wrapped 
up in one book for engineers, and pro- 
vided by engineers and their firms. 


Men—Firms—Products: All three 
make the radio-electronic industry, and 
all three are listed and well organized in 
the annual IRE DIRECTORY. Here is 
a service supplied to 26,500 IRE mem- 
bers which is of tremendous practical 
value. 


10 Product Directories in One: 
So vast are the applications of radio 
today that the electronic equipment 
buyer needs not one, but ten directories, 
but with the convenience of one binding. 
The IRE DIRECTORY sensibly organ- 
izes products into these great groups: 
Audio, Broadcast, Communications, 
Components, Applications of Electron- 
ics, Radar, Services & Raw Materials, 
Testing Equipment, Education, Distrib- 
utors. 


Classified for Use: An almost un- 
believably complex industry has been 
organized, coded, simplified, and “in- 
dexed for use” in this book. Advertising 
adds vital and specific working informa- 
tion to these indexes. It is the kind of 
information an engineer knows how to 


, 


AJOIIIIG] AUYI 


use! 


BUDGET! Order advertising now! 

IRE DIRECTORY advertising will 

834 Pages reach 30,000 engineers in the 1953 issue. 
Weighs 41 Ibs. Rates are only $360 a page, to $60, 1/6 page. 


Adv. Dept., 303 West 42nd Street, New York 36, N.Y. 


A The Institute of Radio Engineers 
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Chapter activities 
of the National Industrial 
Advertisers Association 


,) 


news 








MF. 


Institute to begin research 


Plan for three short-term 
projects, others long range; 
Tidrick studies survey findings 


® CLEVELAND . . The Industrial Ad- 
vertising Research Institute will be- 
gin at least three short-term proj- 
ects, as well as several long-range 
tasks, George O. Hays, vice-chair- 
man of the institute’s board of trus- 
tees, has announced. 

In a special progress report, Mr. 
Hays said that the institute trustees 
have instructed Lawrence J. Tid- 
rick, new managing director of the 
research organization, to study the 
first five project-proposals recom- 
mended in the survey completed last 
summer and reported at the annual 
conference of the National Indus- 
trial Advertisers Association (IM, 
July). 


The proposed areas of research 
were: (1) business and trade paper 
advertising, (2) business and trade 
publications, (3) advertising budg- 
ets, (4) inquiries and (5) broaden- 
ing the advertising program. 

Mr. Tidrick was asked to collect 
material on the proposed projects in 
these areas in order to determine 
whether or not a bibiography should 
be prepared for further study. 

The managing director was also 
asked to issue a newsletter regularly 
reporting on the progress of the in- 
stitute. This will be distributed to 
institute subscribers and contribu- 
tors, as well as to NIAA chapter 
presidents for transmittal to mem- 
bers. 

Other developments covered by 
Mr. Hays in his report were the hir- 
ing of Miss Lillian Harlin as general 


NIAA President Gene Wedereit of Girdler Corp. and Tube Turns, Inc., Louisville, used 
plenty of props and gags in his presentation, “Two on the Aisle,” aimed at building mem- 
bership in NIAA. Left: at Cleveland he talks to partner. Right: he throws some curves. 


fers * 1776 Broadway, New York 19, N. Y 
Gene Weidereit. president 
Biaine G. Wiley. executive secretary 


secretary and office manager of the 
institute’s office, and Miss Helen 
McCormick as librarian, research 
analyst and writer. 

Attached to the report 
statement from Edgar Kobak, presi- 
dent of the Advertising Resear¢h 
Foundation, which declared that the 
ARF is not in conflict with the Im- 
dustrial Advertising Research In- 
stitute. 


was a 


Get audience participation, 
Copp tells show exhibitors 


® NEWARK . . Don’t confuse a trade 
show exhibit with outdoor advertig- 
ing, William C. Copp, exhibits and 
advertising manager, Institute of 
Radio Engineers, New York, caue 
tioned a meeting of the Industrial 
Marketers of New Jersey. 

“A trade show is for demonstra- 
tions and sales. Schedule your 
salesmen or demonstrators so that 
there will always be somebody on 
the floor,’ Mr. Copp said. 

He singled out “audience partici+ 
pation” as the essential aim of trade 
show exhibiting. “You can tell and 
tell people facts, but until you get 
them to ask questions you seldom 
get anywhere.” 

Summarizing 12 major advantages 
that trade exhibits offer industrial 
advertisers, Mr. Copp listed the fol- 
lowing: 

Exhibits (1) present products 
quickly, (2) bring prospects to you, 
(3) enable you to renew customer 
contacts, (4) enhance the value of 
demonstrations, (5) enable you to 
reach people salesmen can’t, (6) 
produce inquiries and leads unob- 
tainable otherwise, (7) open new 
markets, (8) build salesmen’s pres- 
tige and help dealers, (9) help to 
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NIAA NCWS 
develop local sales, (10) build com- 
munity identity, (11) interest pro- 
spective employes and (12) make 
ales 

Mr. Copp also gave three “don'ts 
“Don't 


give away too much sales literature 


to trade show participants 
oo freely. People value what is 
hard to get more than they do give- 
afraid to sell 
what you're there for, Don't 
Out-idea 


aways Don't be 
That's 
copy yout 


competito! 


im 


Sheppard award offers $500 


to Canadian industrial admen 


® MONTREAL .. The Sheppard award 
for Canadian industrial advertising 
has been increased to $500, more 
than double last year’s total, it has 
been announced by the Industrial 
Advertisers Association of Montreal 
which administers the award 

Cash prizes of $100 each will be 
given to the winning advertising 
manager and account executive in 
two categories: (1) best campaign 
of institutional industrial advertis- 
ing (2) best campaign of industrial 
In a third cate- 
gory two $50 awards will be pre- 
for the best 


product advertising 
sented campaign of 
fractional pages 

Runners-up in all groups will re- 
ceive Entries will be 
received until March 31, 1953, by 
the Sheppard Award 
1411 Crescent St., Montreal, Canada 
Jack Glasier, Canadian Allis-Chal- 


mers Ltd., is head of the committee 


certificates 


Committee, 


- 


( J) NIAA members were urged to 


compete for a $2,000 prize for “a 


campaign of industrial products” of- 
fered by the Harvard School of 
Business Administration, through an 
NIAA B. H. Mille 
chairman of the committee and ad- 
vertising manager, Permutit Co., 
New York, and H. von P. Thomas, 


secretary of the association, issued 


committee 


a letter declaring 

“The work you put in on your 
entry will be of value to yourself, 
as you will find it necessary to think 
and analyze and study your own ad- 
vertising policy from a fresh point 
of view. In addition, every contri- 
bution that is made in the industrial 
field helps toward the progress and 
advancement of industrial advertis- 
ing practise, and will react not only 
to your own benefit but to that of all 
industrial advertisers.” 

J. R. Hopkins, NIAA president 
counseled industrial advertisers to 
compete energetically with one an- 
other, but avoid injuring the indus- 
try asa whole. “Advertising can be 
a business building force. But it 
can also be a business destroying 


force. Compete wisely. Build your 


industry, build your markets, and 
grow with them.” 
The association's committee on 
advertising costs systems, headed by 
WwW. W 


data and suggestions pertaining to 


French, was seeking forms, 


members’ records of advertising and 
sales expense. The committee hoped 
eventually to bring forth a model 
cost system for discussion, criticism 
and improvement by the local NIAA 
groups 

The Milwaukee Association of In- 
dustrial Advertisers cooperated with 
the city’s association of commerce 
office in 


for Milwaukee 


and_ post promoting ail 


transportation 


through “Air Mail Week.” 

The NIAA committee on domestic 
marketing problems met with the 
domestic commerce division of the 
Department of Commerce in Wash- 
ington to make suggestions for a 
study of the industrial field . . a pro- 
posed census of distribution as 
part of the 1930 census of popula- 
tion. The committee, headed by 
George H. Corey, Cleveland Twist 
Drill Co., included: Fred R. Davis, 
General Electric Co., and J. N. Mc- 
Donald, Anaconda Copper Mining 
Co 

Addressing the industrial adver- 
tising division of the Advertising 
Club of St. Louis, A. W. Shaw, pres- 
ident, A. W. Shaw Co., defined busi- 
ness in its basic form as “nothing 
more or less than the application of 
motion to raw material.” Profit, 
said Mr. Shaw, “results from per- 
forming certain motions, in produc- 
tion, with less effort and in less time 
than other people require.” 

R. L. Putman addressed the larg- 
est meeting in the history of the 
Cincinnati Association of Industrial 
Advertisers. The topic: “How to 
measure results and what to expect 
‘rom industrial advertising.” He 
outlined six points for admen to re- 
member: 

(1) Be sure your product is sale- 
able that it meets a real need: 
(2) Be sure of the market are 
there prospects who can use the 
product with profit?: (3) Analyze 
the needs of your prospects what 
features interest, or are of value to 
them? 
fectively plays up the features that 


(4) Be sure your copy ef- 


interest those prospects (5) Be sure 
of your mediums consider econ- 
omy and effectiveness; (6) Be sure 
the campaign is adequate to accom- 


plish the required job 








How industrial advertising 


aid off 


This is the conclusion of a_ series of 


case histories collected by the committee 
on advertising effectiveness of the NIAA. 


H. A. Sawin 


1es nage 


® ONE OF YUBA’S executives early 
in the last war was called to Wash- 
ington to discuss work which might 
be done in Yuba’s plant. Primarily 
used for placer dredge construction, 
it was equipped for structural and 
heavy machine work. He met with 
a committee representing the Army, 
and naturally thought that it would 
be necessary to sell the company 
and its facilities. Since he had no 
knowledge of the type of equip- 
ment which the Army had in mind, 


he was prepared to offer a good 
general sales talk. 

Before he hardly had started, one 
of the Army men told him it was 
not necessary to describe Yuba’s 
capabilities . . at least to him, since 
he was a mining engineer by pro- 
fession and had been reading Yuba’s 
advertisements for years and was 
acquainted with Yuba’s reputation 
for building excellent dredges and 
The only ques- 
tion was “How soon can you start 


heavy machinery. 


building howitzers?” 

As a result of this brief meeting, 
Yuba was awarded a contract to 
build 
Army. 


155mm_ howitzers for the 


Admen will get $8,700 


in awards at NIAA conference 


® NEW yorK .. Prizes to be awarded 
at the 3lst annual conference of the 
National Industrial Advertisers As- 
sociation in Pittsburgh next June 
total $8,700 in cash, plus several gold 
watches and plaques and certificates 
in many different categories. 

Names of industrial advertisers 
who will serve as chairmen of six 
competitions administered by NIAA 
are: 

Putman awards . . $5,000 for the 
best documentation of results from 
industrial advertising Edward C 
Howell, Carboloy Dept. of General 
Electric Co., Detroit 

McGraw-Hill awards . . $1,500 for 
outstanding achievement in indus- 
trial advertising . . Mrs. Lee §&. 
Worthington, Kold-Hold Mfg. Ca, 
Lansing, Mich. 

Industrial Press award $1,000 
for the best documentation proving 
to management the need for a spe- 
cific advertising program . . James 
O. Johnson, Buchanan Electric 
Products Corp., Hillside, N.J. 

Traffic Service awards . . $700 for 
the best NIAA chapter publication 
.. J. Mack Nevergole, R.G.E. Ullman 
Organization, Philadelphia. 

Publishers presentation 
Certificate for the best 
publisher's sales presentation . . 
Kenneth J. Bayer, Oakleigh R. 
French & Assoc., St. Louis. 


4 awards and 32 cer- 


sales 


awards 


Toppers . 
tificates for outstanding campaigns 
and sales literature .. Harris D. Mee 
Kinney, Harris D. McKinney Ad- 
vertising Co., Philadelphia. 

In addition, the annual awards 
totaling $500 will be made to the 
NIAA chapters showing the greatest 
membership increase during the 
year. A plaque and certificate will 
also be awarded for the best indus- 
trial exhibit 


Readership reports boost 


adman’s prestige . . Sargent 


® BUFFALO. . Contrary to the belief 
of some admen, ad readership stud- 
ies are highly useful in the indus- 
trial field, Stan M. Sargent, directo: 
of the business publication program 
of Daniel Starch & Staff, New York, 
told a meeting of the Niagara Fron- 
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tier Industrial Advertisers 

“Our reasons for doing industrial 
readership studies,” he said, “are 
based on the fact that industrial 
products usually have a high unit 
cost, they are infrequently pur- 
chased, they usually require a group 
buying decision and it is almost im- 
possible to obtain a correlation be- 
tween sales and advertisements fo1 
Readership 


therefore serve a useful purpose be- 


the product reports 


cause they enable the industrial ad- 


vertising manager to show his man- 
agement how people have 


taken the time to read their adver- 


many 


tising messages.” 

“In other words, it is a measure- 
ment of the acceptance that is being 
built up for an advertiser’s product. 

“Furthermore, the prestige of the 
industrial advertising manager is 
not as high as that enjoyed by the 
consumer advertising manager. Re- 
search findings are an opportunity 
to enhance the industrial ad man- 
ager’s prestige.” 

Asserting that there “is a danger 
at all times that a good campaign 


Where travelers can find NIAA activity 


Chapter 





may be cancelled too soon,’ Mr. 
Sargent cited a campaign by Jen- 
kins Brothers, New York valve 
manufacturer, that consistently 
earned above average readership 
scores. The advertising department, 
Mr. Sargent said, was able to take 
the scores to management to justify 
the campaign and win approval for 
continuing what they were doing. 


NIAA executive secretary 


appoints new assistant 


. Frederick Borden, 
former advertising manager, Pack- 
ers-Wrigley’s, Detroit supermarket, 
has been appointed 
Blaine Wiley, NIAA executive sec- 
retary. 

Mr. Borden 
Fenichel in the association’s New 


York office on Dec. 1. 


@ NEW YORK 


assistant to 


replaced Norman 


ABP issues glossary 
of business paper terms 


® NEW york .. A glossary of busi- 
ness paper publishing terms has 
been published by the committee on 
uniform practices of Associated 
Business Publications, New York. 

The 36-page alphabetical listing 
contains about 1,200 terms used in 
day-to-day publishing activities, 
with an appendix list of services and 
advertising associations 

The glossary is available to ABP 
members, advertisers and agencies 


at $2 a copy. 


Tool maker publishes product 


uses developed by customers 


A maker of hydraulic tools has 
published a 64-page collection of 
uses that customers have found for 
its products. The idea book, issued 
by Blackhawk Mfg. Co., Milwau- 
kee, describes 1,001 applications for 
equipment such as jacks, wrenches 
and pumps made by the company. 

Cash prizes encourage customers 
to send in more ideas involving 
Blackhawk equipment 
special problems, prevent accidents, 


. that solve 


and save time or materials. A con- 
densed catalog makes up the rear 


of the book 


Lloyd Willoughby . . sales 





Problem: How would you sell 
milling machines 


on this spot? 





Not even a genius could sell milling machines in this weed-grown field! 

But that was a short time ago. Today, on this same spot, the spanking new plant 
shown below is turning out metalworking products in volume. Multiply this 
“quick change” by hundreds and you get some idea of what’s happening 


throughout Metalworking America. Every week new plants are springing up 





and an entirely new market is being created for your products and services. 

That's why men sensitive to new market possibilities are raising their sales goals 
aimed at Metalworking. That’s why STEEL is carrying more advertising pages 
today than ever before. For STEEL... through its continuing census of 
Metalworking .. . is the on/y publication which has succeeded in matching 

its circulation with Metalworking’s rapid growth. If you want to stake out a 


bigger claim in this dynamic market, talk to the man from STEEL. 


STEEL + Penton Building + Cleveland 13, Ohio 
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Industry’s “Workhorse” 
Invites Advertisers 
Into Its 60th Edition 


Next vear, the 60th consecutive annual edition 
of MacRae’s Blue Book will again produce top- 
quality inquiries for the thousands of adver- 
tisers who will describe their products in this 
most-favored, most accessible of industrial di- 


rectories. Shouldn’t you have the details 


of its pulling power? 


This handy address directory, at left, 
sent free to all recipients of the current 
edition of MacRae’s Blue Book, has 


n received with enthusiasm 


For single copy costs and 


odvertising rates, write: 


MacRae’s Blue Book, 
18 East Huron St., 
Chicago 11, Illinois. 


America’s Greatest Buying Guide 


























The advertising-ulcer myth.. 


can it explode? 


By John E. Sorrell 


Should you get out of advertising because 
of what it’s doing to your health? Maybe. 
But before you do it, think over some of 
these ideas. 





® a Lot of advertising men I meet 
are living in a state of mild fear . . 
fear of advertising’s “occupational 
diseases.” Every time a member of 
the fraternity drops off with a heart 
attack, several hundreds of surviv- 
ing friends and acquaintances in 


the business get a collective cold 
chill and start calculating their re- 
maining days. 

When one of advertising’s leading 
publications published verified fig- 
ures to show that advertising people 
generally die younger than their 
counterparts among the engineers, 
accountants and attorneys, ad men 
everywhere automatically wrote an- 
other two years off their individual 
life expectancies. 

To me it is ridiculous that more 


thought was not given to the inter- 
pretation of the facts developed by 
the study in question. As soon as 
it became evident that the advertis- 
possessed the 
higher 


ing brotherhood 
doubtful distinction of a 
death rate from certain respectable, 
if not enjoyable, afflictions, most 
of us jumped to the conclusion that 
our work was to blame. 

But there is another conclusion 

. a much more reasonable one. 


Untimely Ends. . Advertising men 
don't develop ulcers because of ad- 
vertising. They get ulcers because 
if they weren't good ulcer candidates 
they would never have been at- 
tracted to advertising in the first 
place. They're ulcer people! 

In other words, here’s a profession 
that places a premium on creative 
ability, imagination, even inspira- 
tion. Naturally, it draws its prac- 
titioners from among more or less 
sensitive, artistic, creative, temper- 
amental and, sometimes, inspired 
people the same people who are 
poor ulcer and cardio-vascular risks 
on any doctor’s books It follows, 
logically then, that more of us in 
proportion will meet an untimely 
end, victims of heart trouble, ulcers 
and embolisms 

It’s the nervous and imaginative 
introvert you often find in adver- 
tising who is most apt to smoke and 
drink too much, get by on too little 
sleep, allow his emotions to become 
worked up too high, too often He 
is inclined to worry, to anticipate 
difficulties. Can you blame his 
chosen work for the way his nerv- 
ous system was put together? 

Yes, ulcers and heart trouble ac- 
count for a lot of good account ex- 
ecutives, artists and copywriters 
leaving young widows to take a sec- 
ond chance. But, believe me, there’d 
be just as many widows, just as 
young, if all these men went into 
manufacturing tractors or took to 
selling brushes 

To blame our profession for con- 
tributing to our demise is a little 
silly, in my estimation. We could 
get out of advertising if we wanted 
to. But, no, we'd rather stay in ad- 
vertising, while we tell our bosses 
in unsubtle ways, “Look, all this 
hard work and pressure is killing 
me by inches but I'll keep at it 
for dear old BB@&Q.” Kind of ju- 
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venile, isn't it 

Come on, let's admit it, to our- 
selves at least. We wouldn't trade 
advertising for anyone's clean bill 
of health Wed rather stay here 
and suffer because here’s where we 
get our thrills! 

Here’s where we can express our- 
elves. Here’s where we can, upon 
occasion, figuratively wallow un- 
ashamed in the sweet, warm satis- 
faction of accomplishment. Only a 
border-line neurotic can feel as 
deeply as most of us feel about our 
work whether or not we show it 

Oh, I know some top advertising 
men who look and talk and act like 
the popular conception of a metro- 
politan banker. They are unques- 
tionably practical-minded business 
men with advertising smiles 
administrators, policy makers. But, 
show me a_ hard-headed, cold 
blooded extrovert operating a suc- 
cessful advertising agency and I'll 
show you one or more ulcer and 
heart candidates in the background 
of his organization, copy men who 
can touch dead words of copy with 
a lead pencil and bring them to 
vibrant, glowing life . . visualizers 
who can dream on paper and make 
a million people want to buy. 

The “front” man, the administra- 
tor, doesn't belong to our fraternity 
For one thing, he’s too healthy 
no ulcers And he’s too sensible to 
take part of his pay in thrills 

But, even if he’d consent to trade 
his black-and-white fractional page 
existence (expected longevity, 66 
years) for our four-color-process 
emotionaliving (prognosis 59 years) 
we wouldn't trade him even 

So, the next time you're solemnly 
told how advertising is shortening 
your happy life with the “vocational 
diseases” we know so well, don't 
believe it! You, pardner, were not 
intended to function as long as a 
bricklayer, on the average. Funda- 
mentally, and mentally, you're ulcer 
bait and you were right from the 
start 

It just happens that people like 
you make good artists and copy- 
writers and the advertising woods 
are full of us. Hence, those discour- 
aging death rate statistics and 
the relatively high percentage of us 
who may never get around to blow- 
ing out 65 candles on a_ birthday 


cake 
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@ Send for available 


reprints 


of Industrial Marketing 


feature articles 





How to know when to use manufacturers’ agents 
Four steps to evaluating inquiries . . duds or hot ones 


What advertisers should know about industrial copy 


Reprints of editorial features 
are offered here as a special 
service to IM readers. Please 
send number and name of 
article with exact amount in 
coins, stamps or check to: The 
Editor, Industrial Marketing, 200 
E, Illinois St., Chicago. 
Sorry. we can't handle credit 
orders under $1. We'll be happy 
to bill you for larger sums. 


Company presidents praise, condemn new, extensive annual reports 


Eight advertisers tell results from external publications 
Business paper volume may hit third annual record in 1 
What will happen to expanded plant capacity? 

How to live happily with your agency — 

by Howard G. Sawyer, Apr 1952. 2 


454 advertising agencies place 415,897 pages in business 


91 companies report . . industrial salesmen earn average 
t M King ir M 1 e 4 a. 


Industrial ad budgets to hit 2.16% in ‘52 


952 


papers in 1951 


$8,000 in ‘SI 


Salaries of industrial ad managers rice in past 11 years. . 


Median industrial advertiser spends $150,000 
i r N na I « igoi ~ 


You can hire salesmen faster with this interview technique 


Today's cheap advertising dollar . . is it fact or fancy? 
1951 business paper volume to reach all-time peak 


How to use Starch readership reports 


Today's sales incomes can get out of hand. . stop them 
VW maR K Aen tiiee 7 ine 195] : 
A guide to better publicity 


How industry buys 
ik riatter 


eet A pny papers can meet their new competition 
Decentralize your sales force for more effectiveness 
22 things you should know about industrial buyers 
ee to measure results of industrial advertising 

We went to four-color inserts on a cut budget 

Mockup damsomatuates improves salesmen’s closing ratio 
Guing ig oe Lest gy ng to aon, industrial buyers 
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How can I find what type to use? 


A 
Market research combats high distribution costs 
The economics of industrial advertising 


The orchestration of type 
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NEW portTABLE 
PAPER GATHERING MACHINE 


...adds 8 extra hands to 
your department! 


Collating papers by hand is a tiresome, 
time wasting and expensive operation that, at 
best, everyone dislikes. 


The new low cost Thomas portable paper 
gathering machine puts an end to the monoto- 
ny, fatigue and confusion... to say nothing 
of the last minute, mad scramble to “get it out 
today”... created by previous paper gathering 
methods. 

Only 151% inches square, it occupies a mini- 
mum of space . . . can be easily carried from 
place to len pe. 


F REE Check coupon for free 


Simple to operate, the Thomas Collator is 
fast and accurate .. . The operator has a con- 
stant check on the accuracy of the work. Every 
page in the set is there before her eyes, making 
it awfully hard for a blank or misprinted page 
to slip through. 

Adjustable trays permit quick shifting from 
one paper size to another. Perfect for sales 
bulletins, price lists, ete. . . Profitable on even 
the smallest job. 

Add these eight extra hands to your depart- 
ment now! Just mail the coupon below for free 
illustrated literature. 


Sin Me _— e. . 


of your paper gathering 
costs—shows you how to save 
up to 70%. 


$0 6€6¢02660 60 8D 9 8 4666606 O SOOO 6 6 64 2 8S 6 Oe 8 
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THOMAS COLLATORS 

30 Church St 
Please send me folder series 114 on: 

() Finger Tip Trays 


() Floor Model ] Analysis Sheet 


Floor model. (Available in 


Finger tip gathering trays 5 8. 10 or 16 bins) 


CCE OH O49 6S O88 6.0 F268 EOE CDS 4 ECAH SE CDSEO ELE SD 


Specialists in paper gathering ...83 sales and service offices from coast to coast. 


Dept. N, New York 7, N. Y 


O) Portable Table Model 








President of Alftinoted Gas Equipment Inc, says 
1 K Firestone, Preudent of Firestone Tire & Rubber Co of Coldornm. says 


Write for “THE AIR FREIGHT WAY Ld 
LOWER COSTS AND SETTER SERVICE 


The Fiying tiger tine lie. 


. 
GENERAL OFFICES LOCKHEED AMR TERNAL BURBANK T. CAL 














Two-Way Ads. . 


Cartoon testimonials boost air 


freight sales of Flying Tigers 


By James Collins 


® DECEMBER has always been the news magazines 
big month for air freight, but last The cartoon technique was used 
August the sales of the Flying Tiger to present case histories of indus- 
Line, Burbank, Cal., suddenly rose trial and commercial uses of the industrial executives. But it took 
to a record. Then new records were company’s air freight service. Most six months before that comment was 
set in September, October . . Some- of the ads featured the president of transferred into sales, and _ traffic 
thing was up a well-known customer company . volume began rising sharply 
Management credited several fac- and his testimonial for Flying Tiger The company is convinced that 
tors, an important one of which was air freight service the cartoon technique was a major 
a new kind of traffic advertising The advertising expenditure was factor in the success of the cam- 
that had started last March. The doubled to get the campaign under paign. Does this mean that other 
campaign was carried on largely in way. Nothing that the company had industrial advertisers with straight, 
business publications in addition ever done in advertising brought so serious copy should switch to car- 
to several financial newspapers and much comment from business and toons? The company won't say, but 
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Looking for a BIG 
Farm Equipment Dealer Market? 


You'll reach it best through IMPLEMENT RECORD 


Western farms are “factories in the fields,” using industrial 
production-line methods. The search for equipment to save 
labor, increase production and reduce costs is continuous. If 
your equipment can do it, it’s sold in the West—for these equip- 
ment-minded farmers have both the will and the money to buy! 


Only IMPLEMENT RECORD talks the language of the West- 
ern farm equipment dealer. Your message in IMPLEMENT 
RECORD will reach the men who sell and service 90% of the 
equipment on the West’s mechanized farms! 

Put IMPLEMENT RECORD on your National Schedule NOW. 


Call or write our nearest District Manager for complete data. 


Don’t Miss This! 





Western Farm Equipment 4 Photos courtesy Caterpillar Tr. Co 


DIRECTORY 





A KING PUBLICATION 
609 MISSION ST., SAN FRANCISCO 5, CALIF. 


1953 
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iat is exactly what Nappened here 


ind this is how it came about 
The cartoon idea was not stumbled 
It began with some readership 
Hixson & Jorgensen, 
Los Angeles, the company 's agency 


showed | that 


earch by 
Its studies cartoon 
presentations do su isingly well 
among business men 

So, the idea for cartooning ail 
traffic problems was sketched out, 
and laid before Flying Tiger brass 
They liked it 30b Prescott hap- 
pened to have a bias toward car- 
toons, because Milt Caniff had used 
Flying Tiger experiences in China 
for “Terry and the Pirates.” His 
air freight company was formed be- 
fore the end of World War II by ac- 
tual China Hump fliers 
Prescott was one (He had downed 


They started with 


of whom 


SIX Jap planes) 
surplus cargo planes and a mort- 
gage, and are now rated the world’s 
largest operator of air freight planes 

The first company approached for 
permission to use a picture story 
was Firestone Tire & Rubber Co. of 
California. L. K. Firestone, 
ident, liked the idea, too. The traf- 


fic story cartooned for him, with his 


its pres- 


picture at the top of the ad, stressed 
the economies of continuous ma- 
chine operation made possible by 
materials and 

“Machine 


are an economic waste” 


flying parts in an 
shutdowns 


Mr. Fire- 


stone was quoted as saying and 


emergency 


there copy told how air freight could 
cut that waste 

Since then, the cartoons have fea- 
tured men like John B. Huarisa, 
Admiral Corp.; Lyle C. Harvey, Af- 
Equipment E. J 
Thomas, Goodyear Tire & 
M. N. Rand, Remington Rand; Paul 
V. Galvin, Motorola; J. A. Zehnt- 
bauer, Jantzen Knitting Mills: and 
Max Factor, Jr.. Max Factor, Holly- 


liliated Gas 


tubber: 


wood 

The cartoons have had a twofold 
prestige value They emphasize the 
efficient operation of the customer 
featured and connect the air freight 
company with the nation’s larg 
business organizations. F 


for practically eve 


work 
company in the U.S 
unlimited 

How are the little picture stories 
found? They are solicited by Fly 
ing Tiger traffic salesmen. For ex- 


ample: one company started using 
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Growing .. 


air freight service when a salesman 
convinced its traffic man that air 
freight can eliminate warehousing. 
Before the war the company had to 
keep finished goods and parts in 
warehouses throughout the country. 
Now the company flies everything 
Philadelphia. So 


the salesman obtained permission to 


from one point 


do a picture story that takes ware- 
house centralization for a theme. 


Economies. . In selling air freight, 
you have economies to offer. But 
what the ads are really working to 
do is to change business habits. The 
strength of those habits is drama- 
tized by this anecdote 

A traffic man saw a pile of equip- 
ment waiting at an airport, all ex- 
pensively crated although it was 
to fly, and no crating was necessary 
He tock a photo of the shipment, 
went to the company that was send- 
ing it, and asked “Why do you pay 
all that money for crates?” The 
traffic man said, “Everything we 
ship is crated, and doing it another 

iy for air freight would upset all 
sur shipping arrangements.” The 
startling fact was that his was an 
iireraft company! 

The cartoon ads, which wrap up 
a typical traffic problem and the 


solution in a few pictures, have the 


continuity of reader interest found 


among comic strip fans. “Terry and 
the Pirates” holds readers because 
they get to know the story char- 
acters, and want to see what's hap- 
pening next. Continuity in the air 
freight cartoons lies in the reader's 
curiosity to see what big company 
is telling its story this month. 

The two-thirds page ads appear 
semi-monthly and monthly in Air 
Transportation, Aviation Week, 
Business Week, Purchasing, Sales 
Management, Shipping Digest and 
Traffic World, in addition to the 
New York Times Sunday Magazine, 
Time, U. S. News and Wall Street 
Journal. 

Reader interest is reflected in the 
increased number of requests for a 
booklet offered, “The Air Freight 
Way to Lower Costs.”” This is a 16- 
page affair made up of selected cases 
taken from traffic. 

The cartoons, unsigned, are drawn 
by a young artist who has the 
“strip” touch which differs im- 
portantly from the style of the com- 
mercial artist. 

Thus far the cartoons have mostly 
stressed speed, which traffic men 
call a “tangible.” Cartoon stories 
have to be simple. Speed is an out- 
standing value in flying service, and 
for a start was a good theme. 

But air freight has a lot of “in- 
tangibles” when the time comes to 
cartoon them. : 

For example: insurance. For fly- 
ing goods, particularly foreign ship- 
ments, the transit period is shorter 
and the rates lower for air transport. 

And working capital when 
goods are flown straight into the 
customer's inventory, the money 
turns over faster, there is less need 
This is 

small 


to borrow for production. 
especially valuable to the 
company. 

There is the “flying inventory” . . 
seasonable goods, and merchandise 
at the mercy of weather, can be 
flown from one region to another 
until a market is found. These are 
the material for future 
themes in the campaign. 

Air freight is hardly ten years old. 
It is far from having been “sold” to 
the whole business community. Fly- 
ing Tigers hopes that cartooning the 
possibilities will prove the fast way 
to put them over 


cartoon 
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Do You Have This Marketing Guide? 


“How To Sell The Foundry Market'’’ 
is free. Write us or ask your 
FOUNDRY representative and a 
copy will be mailed to you. 


Wherever you find Foundrymen... 


you will find FOUNDRY 


In one of the most extensive studies* ever undertaken in the foundry 
industry, foundrymen told what publications they read and what publi- 
cations they find most useful. FOUNDRY received this overwhelming 
“vote of confidence”’. 


FOUNDRY Publication A Publication B- Publication @ 
Readers 596 270 332 205 
“Most useful publication’ 303 51 35 16 
To the question, ‘‘Which publication do you find most useful ?’’, FOUNDRY 
received nearly six times as many votes as the next publication, and 
twice as many votes as all other publications combined ! 
To get your product story over to the dynamic foundry market, te// it in 
FOUNDRY. It will reach over 45,000 foundrymen who influence buying 
in the foundries which account for 949%, of all castings production. 
*We will be happy to show you this 


complete report. Just drop us a line 
or ask the man from FOUNDRY 





It's Time to Sell to Foundrymen 


WHEREVER METALS © 


Reaching every foundry employing over 50... and 86% of all others J A Penton Publication, Penton Building, Cleveland 13, Ohio 
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CD WOPCE CHEMICAL COMPANY, Harrison, WI 














Start and Stop.. 





NOTHING LIKE IMPROVEMENT! 
end the “Double Action” 


bring you improvement PLUS 


CD WOPCO CHEMICAL COMPANY Harrison WI 
Ses recetes Oommen Checage | Coden fenmens, Com 








Try Again.. 








New MOPCOLENES 
bring you umprovement PLUS 


and the “Double Action“ 


—_ eres 


qp WOPEO CHEMICAL COMPANY, Harrison, Wf 
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Stop-and-go campaign hits snag 


. . then gets results for Nopco 


By Philip E. Moreton 


® WHAT DO YoU DO when your ad- 
vertising campaign for a new prod- 


uct gets off to a flying start and 
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then your customers discover bugs 
in the application of your product? 


In our case, management called a 


halt to both sales and advertising of 
the product. After ten months, re- 
search engineers, armed with new 
data obtained from the field, had 
eliminated the bugs and sales and 
advertising had the go ahead signal 
again. 

Our problem was how to design 
the advertising so we could capital- 
ize on the effect of the original cam- 
paign that was halted .. and yet im- 
press the customers that this was 
an improved product that now could 
do the job. It wasn’t easy. The 
problems and the methods we used 
to solve them shaped up something 
like this: 

In 1949, Nopco Chemical Co., Har- 
rison, N. J., introduced its new 
“Nopcolene” type oils to the tanning 
industry . . for the first time making 
available fatliquors which, it was 
believed, would not only provide 
good surface lubrication for leathers, 
but permit controlled penetration of 
oils into hides, so that tanners could 
obtain leathers with any degree of 
firmness or softness desired. 

Prior to this, such “double action” 
on the part of fatliquors was not 
procurable. A fatliquor either did 
an adequate job of surface lubrica- 
tion, or specialized as a penetrant. 
Thus more than one oil had to be 
used in order to obtain leather with 
a combination of properties such as 
market demands specified. 

Nopcolenes were launched with 
the conviction that these specially 
developed products incorporated all 
the desirable features offered by 
different types of fatliquors into one 
basic-type oil. In a word, use of a 
single Nopcolene, suited to the tan- 
ning conditions involved, would per- 
form a complete fatliquoring job. 

Advertising obviously called for 
emphasis on the “double action” ca- 
pabilities of the new Nopcolene oils. 
How the story was to be presented, 
however, provided the kind of prob- 
lem that generally attends the in- 
troduction of a new product to po- 
tential purchasers. The factor of 
“double action” would have to be 
hammered home, through repetition, 
it was apparent. But repetition can 
foil its intended ends by becoming 
monotonous. And monotony was to 
be avoided. 

The advice of Mr. Confucius, that 
a picture is worth 10,000 words, 
haunted everyone around the con- 





Sales-seduchive new dress for 


your catalogs and visual presentations 


New New New 
Buckram Covers Embossing Process Easy Sheet-Changing 


To make your catalogs, your price-lists, your salesmen’s presentations 


even more effective in their important job of selling your product .. . 
Remington Rand now offers a complete line of loose leaf binders. with 
many hard-hitting. practical improvements duplicated nowhere else. 

For instance: the exclusive “Rem-Bossed Process” reproduces your 
trade mark or logotype with perfect fidelity. Impregnated Buckram for 
the covers assures handsome appearance through added years of use. 
All these new binders offer flat reference. greater capacity, superior 
styling. greater flexibility. “Salemaster” combines a flat-reference 
catalog with a visual sales presentation on a built-in easel. “Pari-Prong” 
saves inches in overall size, yet holds many more sheets per inch than 
any standard size ring binder. 

Here we can do no more than suggest a few of the outstanding fea- 
tures of this great new “family.” We want you to see these new binders 
at first-hand . . . to visualize how they can help you sell . . . to learn of 
their surprisingly low prices. Won't you call the nearest Remington 
Rand Business Equipment Center today — or write to Room 1591. 315 
Fourth Avenue, New York 10? 
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Here’s Real Ease of Reference 


When your customer opens your catalog, the 
pages lie perfectly flat — if it is in a Remington 
Rand binder. This ease of reference means ease 
of ordering; your hands are free —the pages 


stay open without holding. 








ference table; but the question was 
What sort of pi ture? 

On this score, it was natural to 
get the ball rolling by conjuring up 
scenes indicative of tanneries in ac- 
tion: fatliquoring drums being filled 
and emptied, batches of hides en 
route during processing, this and 
that. But again a question: Would 
such illustrations prove competent 
attention-getters? Tanners were 
supposed to be interested in such 


equipment. But would they really 


9 


be? Tanners are accustomed to see- 
ing the ordinary equipment and ac- 
tivities of tanneries day in and day 
out. All to whom the Nopcolene 
message was to be addressed had 
undoubtedly seen scores, if not hun- 
dreds, of ads repetitiously present- 
ings suc h scenes 

Illustrating the actual effects of 
Nopcolene oils on hides appeared 
impractical, since such effects are 
largely assayed by sense of touch . . 
and the 


touch can scarcely be photographed 


sensations resulting from 
and reproduced on paper 

It was decided, therefore, to use 
the cartoon, in such a way that the 
situation pictured would stress the 
double action idea 

The campaign was launched in 
publications covering the leather in- 
dustry and in the Journal of The 
American Leather Chemists Asso- 
1949, and interest 


in Nopeolenes was stimulated almost 


ciation in April 
immediately Soon, trial runs of 
these fatliquors were being con- 
ducted in a number of tanneries 
However, all was not destined fo 
smooth going. Gremlins intruded, 
in the shape of somewhat profound 


electro-chemical factors, and al- 
though the oils performed well, the 
hopes of neither manufacturer nor 
tanner were fully realized 


Nopco Chemical Co., 


to be satisfied with nothing less than 


determined 


the goal it had visualized, put the 
brakes on sales and advertising. No 
Nopcolene ads were run for some 
ten months 

This proved a blow to those in- 
terested in planning and preparing 
the advertising, since the campaign 
had truly started to roll 


der the circumstances, no recourse 


sut, un- 


existed 
Nopco’s laboratories, fortified with 
the new data obtained in the field, 


went to work and so improved their 
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fatliquor line that Nopcolenes could 
be made to jump through every re- 
quisite hoop at a word of command. 
The result was tanning oils of a 
revolutionary type, products with 
prospect of a bright and spacious 
future. 

The manufacturer requested its 
agency to start advertising again, 
retaining the cartoon technique 
which had worked well, partly by 
virtue of its contrast with the more 
conventional ads of the competition. 


Different, but . . The problem, 
itself into the 
need for providing a new campaign 
distinctly similar but showing defi- 
nite differences from the first cam- 


therefore, resolved 


paign. Which is to say that the im- 
proved Nopcolenes had to be adver- 
tised in such a way that no doubt 
could be left in the reader’s mind 
that here, for all the continuance of 
the cartoon method of presentation, 
was a completely new campaign, ad- 
vertising not what the reader had 
become acquainted with already 
(the “prototype” Nopcolene) but a 
vastly superior creature: the im- 
proved Nopcolene. 

It was decided that the cartoon 
should now represent not only 
“double action,” but concern itself 
with some interesting fact . his- 
torical, musical, industrial, or other- 
wise which could he adapted to 
suggest “improvemen A few lines 
of story relative to the fact could 
then be utilized to furnish a short 
and pleasant path to the Nopcolene 
message itself 

Springboards for diving into the 
Nopcolene story were provided by 


such varied topics as: the table 
manners of Henry VIII, tribal log- 
drum telegraphy in Africa, wine 
making through the ages, Charles 
Lamb’s tongue-in-cheek disserta- 
tion concerning the origin of roast 
pork, and aeronautical doings in an- 
cient Iran. 

The second campaign has accom- 
plished a creditable job. Several 
departments in manufacturing or- 
ganizations, of course, combine to 
produce sales; but we can say that 
the Nopcolene advertising carried in 
business publications during the 
past 18 months has played an im- 
portant role in winning quick recog- 
nition for Nopco’s new fatliquors 
throughout the tanning industry. 
Confirmation of this can be gathered, 
from time to time, from the reports 
submitted by Nopco’s salesmen. 
Sales divisions are traditionally, and 
frequently, indisposed to hand out 
orchids to the advertising depart- 
ment. Put to the test, they tend, at 
best, to come up with a small spray 
of wild flowers . . provided the ad- 
vertising put behind them delivers 
very substantial aid. We were proud 
when written sales reports received 
from Nopco representatives on the 
road included such comments as, 
“The ads are certainly different 
amusing and informative. I like 
them” and “Personally, I feel the 
ads are good, and I have indications 
they are well received by the trade.” 

Sale of Nopcolene fatliquors, if 
maintained at the current pace 
which seems reasonable to accept 
as a yardstick for future demand . . 
should reach several thousand tons 
per annum within several years. 





Photos sharpen industrial ads 


recommend, we go to the customer 
for clarification or more data.” 
three ma- 


Picture 3, showing 


chines, was photomontaged with 
photo of four machines for picture 
above ad headline, “2,000 pay yards 
per day moved by four Tourna- 
pulls 

One of the most imaginative and 
dramatic uses of a good picture was 
the giant 15x25’ blowup of a steam 
turbine Allis- 
Chalmers Mfg. Co., Milwaukee (see 
The mammoth picture 


generator unit of 


picture 7) 


of the massive unit was used at 
Allis-Chalmers’ exhibit in the 1950 
Power Show in New York. Said 
Advertising Manager A. R. Tofte: 

“It was the largest blowup of a 
picture ever produced in Milwau- 
kee. It took the place of an actual 
machine at the show and illustrated 
many important details about the 
unit.” 

The photo, used in business pub- 
lication ads, was taken by a staff 
photographer from a balcony in a 
power plant. 





KODASLIDE PROJECTOR, 
Master Model 


Ultra-brilliant 2’’ x 2’ projector 


for screenings up to 20 feet wide... 
When you back up words with super-brilliant, full- 
color pictures, you make your points clear ... accel- 
erate understanding. 
To best help you do this kind of a job, you need 
in fully lighted rooms the Riudiaiaie Ueaiocee, Master Model, Here is a 
machine that brings out every last bit of color and 
detail in your transparencies, whether projected in 
a small room or large auditorium. No need, fre- 
quently, to exclude extraneous light. 
Its superb Lumenized optical system is the answer! 
. . and for personal selling, store /, . A choice of four fast lenses—including two sharp- 
demonstrations, or exhibits i ; cutting f//2.3 Ektars—and lamps up to 1000 watts 
enable you to meet every need by filling any projec- 
THE KODASLIDE { : j tion screen up to 20 feet in height or width. Prices 
TABLE VIEWER, j ' br from $ 169 to $246, depending on lens. A handsome 
es carrying case (extra) holds projector, two lenses, 
MODEL A % Fe spare lamp, slide carrier, and cord. Let your Kodak 
7 Audio-Visual Dealer demonstrate this equipment 
for you or write for a free booklet. 


for top-notch slide shows even 


Handiest system ever devised 

for person-to-person color 

shows—it’s a complete pro- 

jection room in itself! You use 

it in ordinary room light. Its compact and ingen- 
ious mechanism, geared to a smooth and effort- 
less slide-changing system, produces crisp and 
color-pure images with superb highlight-shadow 
detail on its 56-square-inch screen. $97.50. 


Prices subject to change without notice. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 





Please send me nfo on the equip 
() Kodaslide Projector, Master Model; 


( Kodaslide Table Viewer, Model A. 
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November volume 81°, (in pages) over 1951 








November volume 8.1% above 
1951; year-to-date up 10.2% 
® NOVEMBER, 1952, advertising vol- 
ume for 264 business publications 
reporting to INDUSTRIAL MARKETING, 
rose 8.1% over November of last 
year, gaining 2,691 pages for a total 
of 35,779. 

Cumulative totals, up 10.2%, 
showed an increase of 35,036 pages 

a total of 378,618 for eleven 

months of 1952. 

There were two sudden shifts in 
The 54 trade pub- 





























1952 1951 pagechange % change gain and loss. 
< : lications, up 8.4% in October, lost 
4 
0.8; or 45 pages in November. But 
: 18 export papers, which lost 1.5% 
a in October, gained 11.6% or 121 
: pages in November. Trade papers 
‘ gained 4°% for the year-to-date . 
Total 35.779 33,088 2,691 8.1 or 2,570 pages; export papers were 
up 5.9° or 670 pages for the year. 
The 158 industrial papers gained 
Year-to-date volume 10.2 (in pages) over 1951 10.6¢ » 2018 ances 4 - sanber 
1952 1951 pagechange °% change Oo OF a, pages 1n ovember;, 
12.7°; or 27,390 pages for the year- 
j to-date. The 27 class papers gained 
6.1 or 151 pages in November; 5% 
é 4 . or 1,206 pages for the year. The 8 
4 4 product news papers gained 9.1% or 
4 e 250 pages in November; 11.3% or 3,- 
Total 378.618 343,582 35,036 + 10.2 200 pages for the year. 
November pages Pages to date November “ct Pages to date 
Industrial group 1952 1951 1952 1951 Industrial group 1952 1951 1952 1951 
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THE PURCHASING DIRECTORY 
Industrial Buyers Reach for 


You can’t measure its value with a ruler 


... but will a directory of such 2. C-MPD’s ingenious, modern indexing sys- 

a convenient size give them the in- tem is a real space saver. THERE IS NO 

formation they seek? The answer is an em- DUPLICATION OF LISTINGS. Al// the listings 

phatic ... YEs! and all the advertisements of a given prod- 

The question is often asked, “How is it uct appear in just one place—under the 
possible for the CONOVER-MAST PURCHASING product's primary name. 

DrrEcTORY to be equal in comprehensiveness 


: i This spells greater convenience for the indus- 
to a much larger, thicker, heavier, poly-volume 


directory?” That question can be answered trial buyer— greatereconomy fortheadvertiser. 

with FACTS—and here they are: Take a look at the chart below. It proves 

; that more industrial buyers (all with tested 

1. C-MPD is wholly an INDUSTRIAL buying buying power) reach for the CONOVER-MAST 

guide. Non-industrial listings are rigidly PURCHASING D1REcTORY than for any other 
excluded! directory. 


WRITE, WITHOUT OBLIGATION, TODAY—LEARN WHAT IT CAN DO FOR YOU 


CONOVER-MAST PURCHASING DIRECTORY GIVES 
YOU 69% MORE MANUFACTURING CIRCULATION 


Conover-Mast ron eo oan 
PURCHASING DIRECTORY cmos os 


THOMAS’ a 19,943 ABC 
737 NORTH MICHIGAN AVENUE, CHICAGO 11, ILL REGISTER # : 6.557 Dec. 1951 
MANUFACTURING CIRCULATION ALL OTHER «@ 


‘CONSULT YOUR ADVERTISING AGENCY = 


December } 
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November ogee Pages to date November pages Pages to date 
Industrial group 1952 1951 1952 1951 Trade group 1952 1951 1952 1951 
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November pages Pages to date 
Class group 1952 1951 1982 1951 
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November pages Pages to date 
1952 1851 


November pages 
957 PTs 51 1952 1951 


Product news group 1952 1951 is 1951 
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Trade group 1952 1951 1952 1951 
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the chemical engineer never sleeps 


Never a man with so many problems as 
he. But problems of his own making — 
promising problems, rich in reward when 
he conquers them. 

Example ? Titanium—a nice new baby 
to play with. Last year the Chemical 
Process Industries produced 700 tons of 
the stuff. Today’s price—around $5 a 
pound. Problem? To find 


means for getting output higher and 


ways and 


price lower . . . down to a dollar, and 
then below a dollar. 
Can the chemical engineer do it ? Why 


not? He's been a big factor in doing it 
time and time again. Nylon is one classic 
case. And in taking nylon from the test 
tube stage to ladies’ stocking counter, 
slightly under $200 million was invested 
by just one company. 

It’s going on now all over... Union 
Carbide and Carbon with a new $11 mil- 
lion plant for coal hydrogenation 
Spencer Chemical, Deere and W. R. 


2 


Grace spending $33 million to make 


hydrogen from natural gas . . . Howe 


Sound Company with a new $214 million 


plant for chemical refining of cobalt . . 
Any wonder the chemical engineer is 
helping spend over $39 billion in plant, 
equipment and materials this year? Any 
doubt in your mind that this purchasing 
power makes him one of the most-sought 
after men in industry today? Any better 
place to get him interested in your prod 
uct than the pages of CHEMICAL ENGI 
NEERING, his mag 
Chemical Engineering (ABC * ABP) 
A McGraw-Hill Publication, 330 West 
42nd Street, New York 36, N.Y. 








For Latest Facts to 
Sell the 
$9 Billion 
FOREST PRODUCTS 
INDUSTRY ... 


Get Your FREE Copy of New 
WOOD & WOOD PRODUCTS 
Market and Readership Study 


orn f Key Buying 
Factors, i" est buy Wwoob 
WOOD PRODUCTS 


For instance . . . 


93% of W WP readers are top man- 
agement executives who spec- 
ify or influence purchases of 
moterials, equip y hi 
ery, trucks and many other 
types of products used. 





are the larger employers who 
do 88% of the production. 


P.S. — Be sure to include WOOD & WOOD 
PRODUCTS in your 1953 schedule! 


WOOD 


wood products 


A VANCE PUBLICATION 
139 N. Clark St., Chicago 2, Il. 














GUaPAaAR p are 
ECLIPSE! 





klet 





Machinery 


past with centennial history 


An old-line maker of farm and 
refrigerating machinery has _ pub- 
lished a 46-page company history to 
celebrate its 100th anniversary. The 
booklet 


graphs, 


draws upon old_ photo- 


woodcuts and advertise- 
ments to show the development of 
Frick Co., Waynesboro, Pa., from 
1853 to 1953 

Paralleling the rise of the com- 
pany, the booklet gives a decade- 


lebrating 100th anniversary 


rent periods in companys 


by-decade portrait of American 
technological progress, as well as 
political history whenever it directly 
affected the company. For example, 
the Frick plant was occupied by 
Confederate soldiers . . who took all 
the leather belting and forced the 
shop to close down for a month . . 
during the Gettysburg campaign. 

The centennial history, which 
took a year to prepare and contains 
modern product case histories in 
addition to “business romance” and 
old illustrations, was sent to cus- 
tomers and prospects. 
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@ News 


dent; George W. N. Riddle, director 
of development, Putman Publishing 
Co., Chicago, secretary; and Arthur 
A. Kron, executive vice-president, 


Gotham Advertising Agency, New 
York, treasure The latter two 
were re-elected 

New board members _ include: 
Agencies .. C. E. Livingston, Ketch- 
um, MacLeod & Grove, and David 
B. Arnold, Gray & Rogers. Pub- 
lishers Arthur H. Dix, Conover- 
Mast Publications, and William 
Chapman Jr., Medical Economics 
Inc. Advertisers Joseph F. Hob- 
bins, Anaconda Copper Mining Co.; 


A. E. Hohman, Blaw-Knox Co., and 
Albert Carroll, Merck & Co. Adin 
L. Davis continues as managing di- 
rector. 


Advertiser Changes . 


Sylvania Electric Products . . New Yor 


ules H 








How to KNOW 
that your advertising message 
is received, read and remembered! 








Here is an advertising medium that is virtually 
a daily necessity for 3 out of 4* of your cus- 
tomers and prospects — thus is always certain 
of a welcome reception. It’s a medium that 
guarantees practically 100% readership*. And 
of those readers, better than 35% will remem- 


ber your message without recall aid*. Let's 
look at the reasons why Diamond book match 
advertising is doing such a tremendous job for 
some of the biggest industrial names in the 
country: 

*Hooper-Holmes Survey 





1. GETS CLOSE TO AND STAYS 
WITH THE READER 


4. HAS NO COMPETITION 
FROM OTHER ADVERTISING 


y your advertising me 








2. TELLS A SALES STORY THAT 
1S READ AND REMEMBERED 


5. MAKES POSSIBLE THE USE 
OF COLOR IN SMALL SPACE 








3. REPEATS ITS MESSAGE 
TWENTY TO THIRTY TIMES 


book and the 


6. IS LOWEST IN COST-PER- 
IMPRESSION 








THE DIAMOND MATCH COMPANY 


BOOK MATCH ADVERTISING DEPARTMENT 
Springfield, Mass. 


125 Paridon Street e 


THE DIAMOND MATCH COMPANY 
Book Match Advertising Department 
125 Paridon Street 
Springfield, Mass. 


Gentlemen: Yes, I'd like to learn more about the newest applica 

tions and techniques in book match advertising. Send me com 

plete information. 
+ NAME Position 
COMPANY 


: STREET 











(im pat. VV S 


; A. Donald Kelso. . 


George F. Klint . . 


Edson E. Foster . . ! 


Harold C. Smith, Jr. . . 


William I. Crockett . . ! 


Ellis Graham Bishop .. |! 


W. H. Polk. . 


Frederick J. Blume . . 


Col. John R. Howland. . 


U. S. Plywood Corp. . . } 
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How 
BLAST 
CLEANING 
knocks | ee 


s > 00 ‘DOLLARS 


i of your 
operating 
costs 














Myron P. Ellis . . 


George Peterson, Jr. . . forme 


Charles F. Hauck. . 


James M. Wallace . . 


Dow Chemical Co. . . ! 


Roy Cohen .. ! 


Ralph Farnham .. 


Dr. Eric J. Reedman .. { 








If you are interested in selling the multibillion-dollar 
aviation market, Aviation Age offers you its help. 


In order to pinpoint the market for your product in this 
vast, complex and shifting field, you need the answers 
to some or all of these questions: 

What are the short-term and long-term prospects 
of each of the many divisions and subdivisions of the 
aviation market ? 

What is the best market for your product —the mili- 
tary, the air lines, the manufacturer, corporate aircraft 
owners, airports, service firms? Is there a market you 
have not yet explored? 

Who are the key men responsible for buying your 
product or approving its use? How do you identify 
them? How do you reach them? 

How do you get your product engineered into to- 
morrow’s aircraft? If your product meets performance 
specifications, what is your best medium for reaching 
aviation engineers and designers ? 

Aviation Age may be able to help you answer these and 
many other similar questions. We have grown up with 
the aviation industry. Complete information on the 
latest developments in aviation is in our files. We know 
who the key men are, and where they can be reached. 
As part of our responsibility to the industry we serve, 
we will be glad to place our intimate knowledge of the 
aviation market at your disposal. 


Let us help you keep informed on the 
country’s leading market! 


To help you keep abreast of the current market, and to 
help you anticipate market trends and changes, 


Bell Aircraft's version of the transport heli- 
copter of the future will be able to ferry more 
than 100 passengers to and from airline ter- 
minals. This is only one indication of the con- 
tinued steady growth of the air transport 
industry. Another—United States aircraft man- 
ufacturers now have a backlog of orders for 
456 commercial transports ... over Ys as many 


as are now in operation on United States air lines 


by nal # < 
+ +a 
oN _ 


Where is the aviation market going? 


Aviation Age publishes a bimonthly aviation Market 
Intelligence Letter. We will be glad to add your name 
to our list. 


Also available is Aviation Age’s valuable Market Data 
File, containing extensive, detailed information about 
the aviation market. A copy will be sent you free of 
charge, upon request. 


Our marketing representatives will be glad to sit down 
with you and discuss your problems. They may be able 
to supply exactly the answers you are looking for. 

To take advantage of any or all of these services, mail 
the coupon below. We ask only that your interest in 
selling the aviation market be genuine. 





| Aviation Age Market Data File 





AVIATION AGE “Aviulion’s technical magazine” |! 


A Conover-Mast Publication 
205 East 42nd Street, New York 17, N. Y. 


Please send Market Data File 
Please send Market Intelligence Letter. 


Please have representative call 


Name 


Company 








Your Western Market 


$1,200,000,000 


That's what the electrical in 
dustry expenditures in the 11 
Western States and Hawaii will 
amount to in 1953. This includes 
equipment, apparatus, supplies 
and services 

Utilities of the Far West, in 
cluding federal power agencies 
are spending at a rate of $800 
000,000 a year, At least $400 
000,000 of the electrical contra: 
tor goods and services market is 
in this area. (Send for our Buy 
ing Power Survey #152 for de 
tails.) 

ELECTRICAL WEST provides 
valuable plus coverage of the 
buying influences in the three 
important segments of the West 
ern electrical market. It is the 
only electrical publication, na 
tional or regional, which adds to 
the audience provided by the 
three leading national magazines 
required to reach utilities, 
tractors, and wholesalers 
are the figures for the 11 West 
ern States 


Total for three leading 
national publications 
serving three major 
industry groups 


ELECTRICAL WEST 8562 
(June 30, 1952 ABC figures) 

Electrical West provides over 
700) pages of editorial material 
each year of specific interest to 
Western engineers and executives 
in utilities, contractors, whole 
salers, and others in the ele 
trical industry. Editorial quality 
is the reason why Western sub 
seribers consistently rank ELE( 
PRICAL WEST right beside the 
leading national publications’ in 
readership studies 

More than 250 advertisers use 
ELECTRICAL WEST each year 
They know that this magazine 
speaks with authority to their 
customers and prospects in the 
Western states ELECTRICAI 
WEST deserves a place on your 
1953 schedule also 


Representatives 


Walter Klein » «+ New York 36 
330 W. 42nd St. 


Michael O'Connell Chicago 11 
520 N. Michigan Ave. 


Frank Seiler Cleveland 15 
1510 Hanna Bidg. 


Carl Dysinger los Angeles 17 
1111 Wilshire Blvd. 


Dick Alcorn San Francisco 4 


68 Post St. 


ELECTRICAL WEST 
ABC A McGraw-Hill Publication ABP 





Rockwell Mig. Co. 


H. A. Swain. . 


Interchemical Corp. 


Edward F. Dykstra . . ha 


Russell, Burdsall & Ward Bolt & Nut Co... 


Malcolm & Hayes Dixie Press Co. . . N 


Paul H. Goodell 


Hamilton B. Mitchell 


Lehigh Navigation Coal Co. . . 


Rockwell Mig. Co. . . 


John O'Brian . . 


Joseph Braverman . 


Ed Dewey . . 


Goodyear Tire & Rubber Co... / 


wing 


John S. Speer Il. . has been r 





38,800 Circulation in 
the Major Markets 


The Alabama Purchasor 
Birmingham 3, Alabama 

Central New York Purchasor 
Syracuse 1, New York 

The Chicago Purchasor 
Chicago 2, Illinois 

The Cincinnati Purchasor 
Cincinnati 3, Ohio 

Connecticut Purchasor 

sonia, Connecticut 

Detroit Purchasor 
Detroit 2, Michigan 

Genesee Valley Buyer 
Rochester, New York 

Heart of America Purchaser 
Kansas City 2, Missouri 

The Hoosier Purchasor 
Indianapolis, Indiana 

The Kentuckiana Purchasor 
Louisville, Kentucky 

Mid-Continent Purchaser 
Tulsa 1, Oklahoma 

Midwest Purchasing Agent 
Cleveland 13, Ohio 

New England Purchaser 
Boston 10, Mass. 

Oregon Purchasing News 
Portland 4, Oregon 

Pacific Purchasor 
San Francisco 5, Calif 

The Philadelphia Purchasor 
Philadelphia 2, Pa. 

Southwestern Purchaser 
Dallas 1, Texas 

Southwestern Pur. Agent 
Los Angeles 14, Calif. 

Washington Pur. Agt. & Mfgr. 
Seattle 1, Washington 


Being Neighborly is Good Business ! alias 
Advertise to Industrial P.A.’s at the Local Level “S«iom”” ««- 


vertisers in P.A. 
magazines 
It's the answer U. S. Steel 
ae A : Republic 
to your persistent sales problem, ‘‘How can we get c/oser to the buyer? Ryerson 
eer ‘ ’ ‘ : F Assoc’d Spring 
National distribution requires /ocal representation. So does your ad Nat'l Malleable 
j a P fs ~ . < Wick wire-Spencer 
vertising need the /ocal level approach, to get “inside’’ where the orders Roebling's 
‘ re . Tube Turns 
are issued. One, or more, of these top-notch purchasing publications Alcoa 
a a 3 : Chase Brass 
effectively cover your markets, by reaching industrial buyers, exclusively Sridgepert 
: . hs ; ; cov 
Collective distribution: 38,800 in the major markets, a powerful national Americen 
ee < = ‘ = <3 iat’ crew 
package. Each publication is ‘‘must’’ reading for all members of its Eaton Mfg. 
‘ ¥ ag i ’ Reliance Elec. 
area P. A. Associations, and the on/y one editorially directed at the buyer's Standard Oil 
; ¢ 4 Cities Service 
own local level. Check this list for those which can serve you. Write Hinde & Dauch 
P , p= Rob't Gair 
jor complete imformation Osborn Brush 
: Ohio Injector 
Blaw-Knox 


THE ASSOCIATED PURCHASING PUBLICATIONS 


639 Penton Building, Cleveland 13, Ohio 


. and that’s in their own local purchasing publication. 
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Recently Gene Wedereit, NIAA President, defined 
your four freedoms as follows: (1) Freedom of 
contact outside the shop. (2) Freedom of contact 
inside the shop. (3) Freedom to select: media 
scientifically. (4) Freedom to analyze inquiries. 


On the subject of the third freedom, he empha- 
sized that scientific selection of media is vital to 
industry, and that the job must be done “on a 
long-term objective and task force program basis.” 


That’s where your Market Data & Directory Num- 
ber of INDUSTRIAL MARKETING steps in to give 


you vital, fundamental help and guidance. In the 


- AreYou Exercising the 
| 4 Freedom 


ofan Adman? 


pages of MD&DN you can review all of the nation’s 
84 major classifications of industries and trades. 
The information provided enables you to deter- 
mine which of them hold possible sales potentials 
for you. And in each section are listed sources 
from which you can secure additional studies, sur- 
veys, market analyses, and other research data, 
enabling you to narrow down your search and de- 
cide with accuracy what fields to develop. Then, 
finally, the media and market information con- 
tained in publishers’ advertisements in MD&DN 
enable you to call in the proper business publica- 
tions for further assistance in setting up your pro- 
gram. This, we think, is the scientific approach 
— the kind of thing Mr. Wedereit had in mind — 
the kind of important job you can do with ease 
when you make full use of your MD&DN. 


> 





Contents of the \MARKET DATA & 


/953 Market Data 
& Directory Number 


The One and 
Only Fact- 
Packed 
Reference on 
Both Markets 
and Media 





For Detailed Data See 


Industrial Marketing's 


Annual Market Data 
& Directory Number 


LOOK FOR 
THIS EMBLEM 


< 


im the advertisement of a business publication it means that the 
oublication has filed, in the MARKET DATA & DIRECTORY NUM 
BER, detailed facts regarding its editorial services, circulation, influ 
ence, market studies, etc., and that this will be found adjacent to 
data on the market served 
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1953 Edition | DIRECTORY NUMBER 


1. The latest data in words, figures, and charts on sales, 
production, consumption, number and geographical dis- 
tribution of companies, and buying trends — plus a score 
of other factors significant in selling and advertising to 84 
major classifications of industries and trades. Information 
is compiled from government agencies, trade associa- 
tions, publications and other expert sources, with the re- 
sult that virtually every facet of every market picture is 
revealed for your evaluation. 


2. Over 2,400 business papers, classified according to 
markets served, are listed with details on rates, circula- 
tions and mechanical specifications. 


3. Approximately 200 leading business magazines make 
available to you through paid space their own informa- 
tive material on markets, coverage and services. 


4. Trade association names and addresses, classified ac- 
cording to markets served, are included to aid you in 
directing inquiries for special information. 


5. Market studies especially prepared by business pub- 
lications are digested and cataloged by markets. Copies 
will be delivered to you upon inquiry to MD&DN’s Reader 
Service Department. 





Abernethy Publications 

Advertisers’ Research Ser 

Advertising Age 

Advertising Publications, Inc. 41- 44, a. 50 

Aeronautical Engineering Catalog .... 78 

Aeronautical Engineering Review 78 

Air Force 

Air Force Times 

America Clinica 

American Artisan 

American Automobile, 

American Aviation ... neu bane 

American Aviation Directory = 

American Brewer : 

American wera Register 

American Build 

American Commie Society, The 

American Chemical Society . . 

American City, The ... 

American Gas Handbook 

American Gas Journal ee 

American Institute of Chemical Engi- 
Lumbe: man & Building F ‘Prod- 
Merchandiser ... 

American Machinist 

American Metal Market ... 

American Motel Magazine . ree 

American Restaurant Magazine .. . 

American Roofer & Siding Contractor . 

American Society for Metals, The ... 389 

American Society of Civil Engineers . 

American Society of Heating and Ven- 

tilating Engineers, The . 
American Society of Lubrication ‘Engi- 
neers, The 


American Society of Mechanical ey. 
neers, 157 
American Society of Tool Engineers. 

The . Insert Between 384-385 
American Trade ‘Publishing Co. .. 243, 268 
Annual Butane-Propane Catalog . 285 
Annual Buyers Guides For Automotive 

Products, Industrial Machinery and 

Construction Equipment . 

Annual Meat Packers Guide 
Applied Hydraulics 
aoe Record 


479 
ASME Mechanical Catalog and Directory 
157, 333 
Associated Construction Publications | 202 
Automatic Launderer & Cleaner, The ss 
Automotive News 
Automotive News 


Construction Bulletin 
Construction 


Construction News Monthly .... 
Constructioneer . 201; 203 
Contractors and Engineers Monty ae 
Corrosion. . 387 
Cosgrove Publishing Co. 

Cotton Gin and Oil Mill Press, 
County and Township Roads .... 194-195 
Daily Journal of Commerce . 
Dairy Industries Catalog ... 
Davison Publishing Co. 
Dealer Products File ..... - 
Directory of tron and Steel Plants 390 
— of Michigan Manufacturers, 


i) 259 


Directory of Steel Processing Plants . 
Dixie Contractor ... ; 
Dodge — W. 
ion: 103, 165, 319, 377 
Dodge Mfg. aa ae ; 6 
Domestic Engineering 52-53 
Domestic Engineering Catalog Directory 
52-5. 


5 
390 
201 


. 52-53 


. 215 
215 


Domestic ‘Engineering, ‘Publications | 


Ei Automovil Americano . 
El Farmaceutico 

El Hospital 213 
Electric Light and Power 170-171 
Electrical Catalogs : 179 
Electrical South vas * 12 
Electrical West a 177 
Electrical World . 173 
Electricity on The Farm Magazine 395 
Electrified Industry 175 
Engineering and Mining Journal 359 
Factory Management and Maintenance 317 
Farm Equipment Retailing 22 
Farm Implement News 

Feed Age : 

Feeds Illustrated 

Feedstuffs 

Fire Engineering . 
— Telegraph Delivery News aos 


Food Engineering .... 
Fortnightly Telephone Engineer 
Foundry .. ‘ 
Fountain & Fast Food Service 
Fritz Publications, Inc. . 
Fueloil & Oitheat 


Jenkins Publications Inc. 
Johnson, Inc., Franklin H. . 
Journal of Chemical Education | 
Journal of the American Concrete 
Institute 124, 208 
Journal of the Federation of Sewage 
and industrial Wastes Assns. ..... 398 
Keeney Publishing Co. 58-59, 
Keller Publishing Co. 
King Publications 


62-63 
247 


199, 227, 321 
. 247 
338 


Latin-Am@ica oe 
Lubrication Engineering 


Machine and Tool Blue Book 366-367 
Machine and Tool Blue Book Directory 

.. 366-367 
Machinery ane 3 ons ee 
Machinist, The 215 
Maclean-Hunter Publishing Corp 


116, 123 
329 


MacRae’s Blue Book ... 
Management Magazines Inc 
Management Methods 
Marine Catalog and Directory 
Marine Corps Gazette 
Marine Engineering and Shipping Re- 
view 341 
Market Analysis ‘of the Motel Industry 297 
Market Analysis of the Restaurant In- 
dustry ‘ 56 
Martin & Company, B i. 75 
Mass Transportation 77 
Materials & Methods 63 
McGraw-Hill American Letter 15 
McGraw-Hill Catalog Service 
43, 179, 361, 469 
21 


113 
“+ ee 
. 341 
480 


The 


McGraw-Hill Digest . 
McGraw-Hill International 
McGraw-Hill Publishing Company 
Mechanical Engineering . 
Mechanization ; 

Meradith Publishing Co. 

Metal Progress . 

Michigan Contractor and Builder 
Michigan Manufacturer and Financial 


Corporation 215 
Inc. 8-9 
157 


Record jane 
Mid-West Contractor 
Midwest Purchasing Agent, 
Military Engineer, The . 
Milk Dealer, The ... 
Milk Plant Monthly 
Mill & Factory .... 


The 


25 
- Back Cover 


For Detailed Information on These Publications 


Seethe /AS5F Market Data & Directory Number 


— News of the Pacific North- 
Pepe “Age ae 


Bacon's Clipping Bureau 
Bacon's Publicity Checker 
Baker's Digest, The . 
Bakers Weekly 

Baking Industry 


Baking Industry Catalog and Buying 
24 


mg 
Bedding Buyers’ 

Catalog 
Bill Brothers "Publications ss . 457 
Bituminous Roads & Streets .. 194-195 
Blast Furnace and Steel Plant a 
Boat & Equipment News .. oe AS 
Boat Statistics & Publishing Co. Inc. 343 
Book Export Division .. ow ae 
Boxboard Containers . 417 
Breskin Publications . 19, 429 
250 
24 


Guide and Composite 
28 


vais 4 

Breweries of The Western Yee 
Brewers Digest, 
Building Specialties . 
Building Supply News ... ‘ 
Burrelle’s Press Clipping Bureau 
Butane-Propane News . ae, 
Butler Typo Design Research Center .. 11 
Buttenheim-Dix Publishing = 

397, 461 


Butter, Cheese ‘and Milk sondaats Jour- 
nal, The . 


109 
"106-107 
16 


Caminos y Calles 
Camer, = 
Capex Company, ‘Ine 1 
Case-Shepperd-Mann Publishing. Corp. = 
Ceramic Bulletin ...-. 129 
Chemical Engineering ... a " 132- 133 
Chemical — Progres - ah 
"132-133 

386 


. 194-195 
. 25 


Chemical Week . 
Chicago Metalworker ais 
Chicago Thrift- Fike” Creation . 16 
Chilton Publications 2-373, 387 
Civil Engineering Sieg 
Clissold Publishing Co. 
Coal Age ; 
Commercial ‘Fertilizer. 
Commercial Refrigeration 
Composite Catalog, The 
Concrete Manufacturer, The 
Concrete Products 
Conover-Mast Publications 
4, 83, 205, 327, Back = 


‘) 139 
1 


— Publications 


Gas Heat | 

Gasoline Retailer... . 
oe Publishing Co. 
Golfdo: 

Gulf “Publishing Co. 


411 
194- aoe 
. 406- 507 


Haywood Publishing Co. 
. 170- 171, 415, 417 
Heating & Plumbing Equipment News os 
Heating and Ventilating 
Heating, Piping & Air Conditioning 58-5 
Heating Publishers, Inc. . ee? 
— Ventilating Air Conditioning 
Gui 
Heavy y RIES ‘Latin American 
atalog File 194-195 
Heavy Construction Pretiled Catalogs 194- a 
Heinn Company, x 2 
Hill Publishing Company, ‘Allen w.. 63 
Hitchock Publishing Company 366-367, 489 
Home Maintenance and Improvemat . 97 
Hospital Management 290-291, 351 


ice Cream Review, The .. . 259 
INuminating Engineering 
IMuminating Engineering scan 
Implement & Tractor 
Implement Record 
Implementos y Tractor Pe 
Independent Petroleum ‘Monthy, The . 
Industrial Distribution oe ae 
Industrial Equipment News 
Industrial Fmishing 
Industrial Heating 
Industrial Laboratories 
Industrial Laboratories Publishing Co. = 
Industrial Maintenance ...... 335, 
Industrial Marketing 47- 30 
Industrial Press, The . 55, 371 
Industrial Publications, 
mo8. 99, 106-107 
The .. 20-21 


Industry and Welding . 20-21 

Ingenieria Internacional Construccion . 215 

Ingenieria Internacional Industria « ae 
Institute of Radio Engineers, Inc., The 

185-188 

Institute of The Aeronautical Sciences 78 

Institutions Catalog Directory 2-3 

Institutions Magazine ae 

2-3 

325 


Institutions Publications 

Instruments Publishing Co., The . 

IRE Directory, The 185-188 
Iron Age, 372-373, 387 


3rd Cover 
161 


Industrial Publishing Co., 


Miller Publishing Co., 
Mining Catalogs .. | 
Mississippi Valley Contractor .. 
odern Machine Shop - 
Modern Materials 
Modern Packaging ° 
Modem Packaging Corp. 
Modern Plastics 
Modem Railroads 
Modem Railroads 
Municipal Index 
Municipal Index, 


The 


Handling. 


Publishing Co 
and Atlas 
The ... 


Nationai Association of Corrosion En 
ginexs ° 387 

National Bottlers’ Gazette 247 

National Miller Pubs., Inc 267 

National Petroleum Publishing Co. 402-403 

National Provisioner, The 27 

National Roofer 

Navy Times ..... 

New England Construction 

New Equipment Digest 

New South Baker 

Northwest Motor 

Northwest Trade Publications 


109 
479 
201 
o> San 


Occupational Hazards 
Official Airline Guide 

Oil Forum, T 

Olsen Publishing Co., The 
Overseas Business Services 


Pacific Printer & Publisher 
Packaging Parade ‘. = 
Panamerican Publishing Co., inc 
Paper and Pulp Mill Catalogue 
Paper Industry, The : ° 
Patterson Publishing Co. . 297, 456 
Penton Publishing Co., 331, 383 
Insert Between 368- poe 
Petroleum Engineer, The . 400 
Petroleum Processing 402-403 
Petroleum Refiner ae 406-407 
Pharmacy International « as 
Pit & Quarry es 119, 121 
Pit and Quarry and Associated In- 
dustries . - 
Pit & Quarry Handbook . 125 
Plant Engineering 
Pocket List of Railroad Officials, 
Power ° é 
Power Engineering 
Power Wagon ..... 
Practical Builder 
Practical Publications, 


15 
The 451 
434-435 
3 


Inc 


Precision Metal Molding 
Proceedings of the 1.R.€. 
Product Design & ‘ngaiecon 
Product Engineering 

Production Equipment 

Public Utilities Fortnightly 
Public Utilities Reports, Inc. 181 
Public Works . oe 396 
a eee . 4 


. 20-21 
185-188 
ee 
155 

338 

181 


Radio & Electronic Jobber News, Inc. 189 
Railway Age .... Insert Between 448-449 
Railway Engmeering & Mamtenance 

insert Betwen 448-449 
Railway "Equipment and = Publication 

Co 451 
Railway Mechanical & Electrical Engi- 

Neer . Insert Between 448 oe 
Railway Purchases and Stores ry 
Railway Signaling & rand Tg 

. Insert Between 448-449 

Railway “Supply — Yearbook 
nsert Between 448-449 
406-407 


Ref nary "Catalog, The 
163 


Reinhold Publishing Corporation 
Roads and Streets ° 
Rock Products 

Rocky Mountam Motornews 

Rocky Mountam Oil Reporter 
Roofing Yearbook 

Rubber Age 

Rubber Red Book 


194 


74, 
74, 


School Equipment News 

School Executive, The 

Screw Machine Engineering 

Screw Machine Publishing Co., 

Sewage and Industrial Wastes 

Shipping Management 

Siebel Publishing Company 

Signalman’s Journal, The . . 

Simmons-Boardman Publications 

94-95, 341, insert Between 448-449 

Smith Publications, W.R.C 12 

Snips Magazine ‘ 

Scuthem Advertising and Publisting : 

Scuthern Automotive Journal 

Southern Building Supplies 

Southern Food Processor 

Southern Garment Manufacturer 

Southern Hardware 

Southern Jeweler 1 

Southem Lumber Journal and em, 
Material Dealer 31k 

Southern Lumberman 


Inc 


242, 


Southern Plumbing and Air 
Conditioning 
Southern Power and 
Southern Printer, 
Southen Pulp and Paper Manufacturer 
Southern Stationer and Office Outfitter 
Southwest Builder and Contractor Z 
Steel Insert Between 368- 
Steel Processing r 3 
Steel Publications, 
Successful Farminy 
Sweet's Catalog Service 


Heating 


Industry 


Inc 
22 
92, 165, 319, 


Technical Publishing Co 315, 
Telephone Composite Catalog & Buyers 
Directory 
Telephone Engineer and Management ° 
Telephone Engineer Publishing Corp. 
Texas Contractor 
Textile Catalogs 
Textile Industries 
Textile World 
Textiles Panamericanos m 
Thomas Publishing Co 323, 
Thomas Register . - ae 
Tool Engineer, The, insert Between 384-385 
Traffic Service Corp., The 2nd Cover 
Traffic World . .. 2nd Cover, 275 
Trailer Dealer Magazine . 108 
Trailer Park Management . 296 
Transportation Supply News . 2nd Cover 
Turrentine Publishing Co., Walter ... 309 


Utilization 349 


Vance Publishing Co 

Wastes Engineering 

Water Works Engineering 39 

Watkins Cyclopedia of the “Hep Industry 

Welding Engineer, The . 4 

Welding Journal, The . 

Western Builder 

Westen Construction 

Western Industry 

Who's Who . 

Wilson-Carr on 

Wire and Wire Produc 

Wire & Wire Products "aa Buyer's 
Guide 38 

Wood Working Digest 

Woodworkers Re 

World Combustion 194- 

World Construction Catalog File - 195 

World News ... 25 

World Oil 





tion has been recognized 
as the management or “top 
executive’ transit publication. 

It is read by the men who set 
policies, fix budgets . . . chart 
the course of industry. 

These are the men who have 
the final decision on purchases 
... who must OK transit’s use of 
your products. 

*A recent survey of 294 Mass 
Transportation readers (by an 
advertising agency which rep- 
resents 8 leading manufacturers 
of transit supplies) shows: 

Every one of the 294 buys or 
controls the purchasing of vehi- 
cles (buses, street cars, trolley 
coaches). 

74% influence the purchase of 
such items as fare boxes, seats, 
flooring... 

65% are a factor in buying 
fuel, paint, shop tools... 

Over 60% actively supervise 
purchases of batteries, washing 
and cleaning equipment, spark 
plugs... 

For advertising that brings re- 
sults, put your message in Mass 
Transportation—read most and 
enjoyed most by the men who 
count most. A S649 
*Survey copies available upon request 


See SRDS, 21 or write for rate card. 


FO 48 years, MassTransporta- 


TRANSPORTATION 


222 WEST ADAMS ST. 
CHICAGO 6, ILL 





ind, was named 


n saies manager 


Howard B. Spencer . . former 


11X 


Aluminum Import Corp. . . New 


Tube Turns, Inc. . . | 


Sun Chemical Corp. . . | Horace W. Hooker, Jr. . . former 


wen nas [ 


Duriron Co. . . | 


Raytheon Television and Radio Corp. . . 


x 


Sherwin-Williams Co. . . 
; f oe Freedman Cut-outs 


New York 


John G. Holschuh . . former 





to ease the critica/ 
iron and stee/ | 
serap problem 


APPROVED by 


UTHORITY, DEPARTMENT OF Co 
and 


OF THE AMERICAN IROW & STEEL insTiTuTE 


NATIONAL PRODUCTION 4 


MMERCE 
COMMITTEE FOR scrap 'RON AND STEEL 





It’s a problem calling for the assistance 
of every thoughtful business man—now. 

Unless the steel mills get more scrap. . . 
furnaces may have to be shut down. 

Shut down—at a time when our armed 
forces need more and more equipment. . . 
when civilian demands for steel are greater 
than ever... when our economy is fight- 
ing desperately against inflation! 


You Can Help. Yes.. 


business you're in. . . you’re in the scrap 


. regardless of the 


business, too. 
If you’re in the stee!-fabricating bus- 


iness, you have extra dormant scrap to be 
added to your production scrap. 

If you’re in any other business, you 
surely have idle metal. that will do you— 
and America—more good being fed into 


furnaces than cluttering up your premises. 


Write for Suggestions. The booklet 
shown here tells how to set up a Scrap 
Salvage Program with least amount’ of 
effort and minimum interference with your 
regular operation. It tells where to look for 
scrap, what to do with it when you get it. 

You are urged to send for the booklet 


now. Use the coupon. 


FACTS ABOUT SCRAP SALVAGE 
1950 — 97,800,000 net tons 
1952 — 119,500,000 net tons 


Steel production 
Estimated capacity 
Purchased 

scrap used * 
Estimated purchased 
scrap requirement* 1952 — 36,200,000 gross tons 


*All consumers 


1950 — 29,500,000 gross tons 


Where will the extra tonnage come 
from? Mostly from your dormant metal— 
obsolete machines and structures, tools, 


jigs, fixtures, gears, wheels, chains, track. 


NON FERROUS METAL NEEDED, TOO: 


This advertisement is 
@ contribution, in the national interest, by 


INDUSTRIAL MARKETING 


NAME. 


ADDRESS 


cITY. 





COMPANY.... 


Advertising Council 
25 W. 45th St. 
New York 19, N. Y. 
Please send me a copy of the free booklet: “Top Manage 
ment: Your Program for Emergency Scrap Recovery”. 





... it’s the nation’s FASTEST GROWING 


HOSPITAL MARKET 





FOR SUPPLIES 
Southern hospitals spend 
more than $250 MILLION 
annually 

NEW CONSTRUCTION 
more than $250 MILLION 
in new facilities building 
or planned 

STILL NEEDED 


more than $1 BILLION in 
new hospitals and facilities 


Just think of the new sales opportunities 
for you in the $250 Million’ Southern 
hospitals are now spending annually for 
supplies. 

PLUS the new sales potentials offered by 
$250 Million in new hospitals now under 
construction or in the blue print stage. 
PLUS the new sales the South will con- 
tinue to offer for a long time to come as 
it builds to catch up with fast-growing 





needs. 


FOR 100% COVERAGE 


of this vast, growing, 14-state market... 


LOOK 10 


SOUTER WOSPIAUS 


the ONLY exclusively Southern journal —_[ $i)| fen) = 
oe — re 
associations and of both the Southeastern and CURRIE: 


’ 
23 


Virginia-Carolinas Conferences, Southern Hos- 
pitals enjoys the respect of Southern institutions 


and the people who run them, Edited and pub- 
lished by Southerners for Southerners, readership 
comes naturally! 


CLARK-SMITH PUBLISHING CO. 
218 W. Morehead St., Charlotte 2, N. C. 


the South deserves EXTRA Sales Effort . .~ 
SOUTHERN HOSPITALS provides it! 





WANT TO KNOW 
WHAT SERVICES 
ARE OFFERED 

BY LEADING 
BUSINESS 
PUBLICATIONS ? 








156 / fustrial Market 


International Nickel Co. . . New York, has 


Arthur J. McMurray . . former regiona 


Agency Changes .. 


Simmonds & Simmonds. . 


Lewin, Williams & Saylor . . New ‘ 


honale 


Martin Stevens . . 


G. M. Basford Co... New Y 


Tilds & Cantz .. has r 


Shrout Associates . . 


Smith, Hagel & Snyder . . New York, has 





Krupnick & Associates . . St 


C. Peter Zurlinden . . wh 


Smith, Taylor & Jenkins . . Pitts! 


wi 


John Mather Lupton Co... New Y 
eer med advertising ager 


nam Waversi 


Thoma & Gill . . New J 


re 


Doremus & Co. 


Ber 


A -} r- 


Smith, Taylor & Jenkins . 


hand 


> 16] 


$0 


ergmeg MONTANA ES 


NEBRASKA 
MINNESOTA 


Ft. Wayne pBrodtord 
Mansfield @ oil city *worret, 


@ unstt 
et Castle ren” ” ’ 
wy Columbus abittsbe 


CALIFORNIA 


$ angtielde % 
b Dayton ® 


Industrial Ratio Map of the U. S$. Area of each 
state is in exact ratio to the value of its industry. 
Shows you where to spotlight your advertising, 
M.P.A. covers ‘The Heart’’ 


Sell to the World's Richest Concentration Wiley 
& ay iat 


ay 
ae ’ 
jane 
-ly in 


: 


of Industrial Buying Power Exdusively ... | 
in the P.A.’s Own Magazine ... M.P.A.! 


Amazing, but true... the combined trial demands; they're double-bar- 
treasures of all History's free-boot- reled ... military and civilian. Here's 
ers were peanuts compared to your an unparalleled opportunity: These 
booming industrial midwest. Valued buyers need more suppliers . . . des- 
at well over 90 billions today, and perately! Start your ad program in 
due to eclipse 100 billions by Spring, the next issue of their own official 
buyers here are spending fabu-  publication—M.P.A. Let the results 
lously as never before. Yet these mass speak for themselves. Write for de- 
purchases fall far short of indus- tails. 


A few of the ‘national’ advertisers who use over 50% 
of the space: : 
U. S. Steel Alcoa Standard Oil —— 

Republic Chase Brass Cities Service pan TE =) Send for 
Ryerson Bridgeport American Box F 2 — 5 I 
Assoc'’d Spring Scovill Hinde & Dauch i, I amplie 
Nat'l Malleable American Rob't Gair . ’ } Magazine 
Wickwire-Spencer Nat'l Screw Osborn Brush cf. =f 

Roebling's Eaton Mfg. Ohio Injector - with Map 
Tube Turns Reliance Elect. Blaw-Knox 


639 Penton Bidg. 
Cleveland 13, Ohio 
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‘lin glad VOU 
asked that 
question!” 


wy Exhibitors 


consistently want 


to know, “How many 


times can a Prefab 
exhibit be used?” 


Extensive records show no clear 


answer. 
Occasionally a Prefab comes back 
after two or three shows for 
retouching. And others can be 
seen going strong after a 
dozen whistle-stop shows. 
» “And some like 
a new display 
~ every vear for 
“ only one or two major 
“shows they have. 
You can save on your 1953 show 
budget or extend your exhibit 
program with... 


exhib 


615 South Boulevard 
Evanston, Illinois 
1775 Broadway, New York City 


188 /1) 


industrial 
\ 





December 1952 
5-7..2 


January 1953 
12-16..° 


February 
1-5.. 





New industrial show on basic 
materials scheduled for 1953 


@ NEW yorK . . Twenty major in- 
dustrial companies will sponsor a 
new trade show next year titled 
“Exposition of Basic Materials for 
Industry,’ Clapp & Poliak, New 
York, the exposition management, 
has announced. 

Described as “a new link in the 
industrial communications system,” 
the show will be held in New York, 
at Grand Central Palace, June 15- 
19, 1953. 

Clapp & Poliak also announced 
the site of the fifth National Mate- 
rials Handling Exposition as Con- 
vention Hall, Philadelphia, May 18- 
22. This is hailed as the nation’s 
largest capital goods show this year. 

The exposition management said 
that a study made at an earlier show 
revealed that 90°% of those who at- 
tend are directly responsible for 
authorization or recommendation of 
purchase of capital goods for their 
companies. 





From Washington 


+9 


continued from page 1 
Floberg gave West Coast electronics 
manufacturers a tongue lashing re- 
cently. 

He insisted the major problem 
facing the industry is to “reliabilize” 
its product. “I know of nothing 
more aggravating,” he said, “than to 
have an expensive multa-channel 
UHF radio absolutely silent and an- 
other expensive multi-channel VHF 
radio a din of indistinguishable and 
jumbled noise. 

“The frequent reliance on the 
time-tested and simple communica- 
tions procedure of wiggling an air- 
plane’s wings is a sad commentary 
on the performance of some of the 
equipment you manufacture, and so 
I suggest that your industry aban- 
don any Narcissus complex which it 
may be in danger of cultivating and 
instead devote its efforts to simple 
and reliable equipment which may 
be described in simple English.” 

Defense Electronics Production 
Chief Richard Cotton agrees that 
electronic devices must be simpli- 
fied. He suggests that the Armed 
Forces consider placing with end 
item manufacturers incentive type 





mechanical 
engineers 
speaking... 


...Want to sell us? 


Like to have your products and services known and 
selected by the largest audience of engineers in the 
mechanical industries . . . the 35,000 who have met the 
high professional standards of the American Society of 
Mechanical Engineers? 


We are approachable. More than that, we invite you to 
talk to us through the best communication channels 
we can provide—especially engineered to sell us. 

These two channels are really one medium doing double 
duty as: 1. every-month printed salesmanship — 
MECHANICAL ENGINEERING, and 2. all-year prefiled pro 
duct information—ASME MECHANICAL CATALOG & DIREC 
rory. They should be used by you as one sales-maker, 
because we use both when we buy—M.e. for product 
facts in general; ASME MECHANICAL CATALOG & DIRECTORY 
for product facts in particular. 





MECHANICAL ENGINEERING — 35,000: 


reaches every single one of us (and 2,639 other engineers) 


every month. M.E. is our No. 1 magazine, not only 


because we own and publish it but because it prints the 


latest, most important technical findings of all 
35,000 of us. We ought to know how to reach us and 
M.E. is our preferred monthly way. 





When it gets down to specifics this is our buying guide. 
15,000 of us hold jobs where product selection, 





p and purchase go on all the time. 
The ASME Catalog provides 15,000 always-on-the-spot 


3 to 5 users, a total of 30 to 50 times a yeor. 
Next annual ASME Catalog closes June 1; 
published October, 1953. 


Send for “Engineered Industrial Marketing.” 


ASME MECHANICAL CATALOG and piRECTORY— 15,000: 


salesmen for you, each one consulted by an average of 











The American Society of Mechanical Engineers 
29 West 39th Street, New York 18, N. Y. 
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e CATALOG COVERS 


© PRICE and 
PARTS BOOKS 


e SALES and 
INSTRUCTION 
MANUALS 


e PROPOSAL COVERS 


e PLASTIC TAB 
INDEXES 


e The Heinn custom- 
ers represented here 
are top-caliber manu- 
facturers and mer- 
chandisers. They 
know the relation of 
Heinn custom- 
designed catalogs to 
high-performance, 
low-cost selling. Like 
leaders in all indus- 
tries, big-name rub- 
ber companies de- 
pend on Heinn for 
the extra sales im- 
pact of really distine- 
tive loose-leaf binders 
...at the lowest op- 
erational cost per unit 
per year. 

Originators of the Loose-Leaf System 

of Cataloging 


/ 


«2 ewescesedl 


MAIL THIS COUPON TODAY 


THE HEINN COMPANY 
322 W. Florida St., Milwaukee 4, Wis. 


information, please. 


[} Catalog Covers 
Proposal Covers 
Easel Presentations 


NAME 
COMPANY 
ADDRESS 
CITY 
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[) Sales and Instruction 
Manuals 
Plastic Tab Indexes 
] Sales-Pacs 


TITLE 


] Price and Parts Books 
Acetate Envelopes 
] Salesmen’s Binders 


contracts rewarding the contractor 
for reductions in the number of op- 
controls, weight, 


erational size, 


number of components, tubes ete. 


Shadow Plants . . NPA’s control 
over machine tools has been relaxed 
to increase the percentage that may 
be shipped to unrated civilian cus- 
tomers 

Machine tool industry is begin- 
ning to worry about its post-defense 
market, and has about decided that 
it is not a bit anxious to have the 
government build up a stockpile of 
tools, which might be a threat to 
future business. 

Ralph Howe, director of NPA’s 
thinks tool 
builders would be willing to com- 


metalworking division 
promise on a “shadow plant” pro- 


gram. These would be stand-by 


plants completely tooled up, and 
ready to move into specific defense 
assignments in the event of an 
emergency. 

“If we are to prepare ourselves 
for a possible all-out war, unques- 
“shadow plants” 


tionably some 


should be constructed,” he said 
“There should be a continuing pol- 
icy to keep these facilities up to 
date, and to take advantage of im- 
provements as they develop.” 


Booklet Helps You . . Smal! De- 
fense Plants Administration has a 
pamphlet reminding manufacturers 
that the most effective way for a 
small organization to get defense 
soliciting sub-con- 
The pam- 


phlet lists the kinds of basic infor- 


business is by 
tracts from larger firms. 


mation which a small firm should 
put together before approaching 
prime manufacturers. It also tells 
how to obtain lists of prime manu- 
facturers who may need subcontrac- 
tors. “Subcontracting for Small 
Plants,’ No. 14 in the Management 
Air for Small Business Series, is 
available from Department of Com- 
merce field offices, or from Small 
Defense Plants Corporation, Wash- 
ington 25, D.C 

Also for those interested in de- 
fense business: “Navy Procurement 
Directives,” a loose leaf compilation 
of all current Navy 
rules and regulations, $3 from the 
Superintendent of Documents, U.S. 
Government Printing Office, Wash- 
ington 25, D.C. 


procurement 
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1201/Circle on Readers’ Service Card 


Use psychology on your 
business letterheads 

A unique kit prepared by Neenah Pa- 
per Co., Neenah, Wis., tests your letter- 
head preferences and prejudices. The kit 
contains a set of 24 letterheads illustrating 
basic treatments of design. You mark 
your first three choices . . from the stand- 
point of taste and effectiveness . . on an 
attached opinion card and send it in to the 
company. The company then reports how 
your views check against those of repre- 
sentative executives in your own and other 
fields of business. Free. 


1202/Circle on Readers’ Service Card 


Investigate the industrial 
pollution control market 


Industrial wastes contaminate streams 
and atmosphere. Pollution control has be- 
come an acute issue . . creates a growing 
merket for equipment and chemicals used 
in industrial waste treatment. Process in- 
dustries are buying such items as air 
filters, packed beds, inertial separators, 
scrubbers, cloth collectors, electrical pre- 
cipitators, and gravity settling chambers. 
“Chemical Week,” New York, has issued 
a booklet on the subject. 


1203/Circle on Readers’ Service Card 


Chart the materials handling 
equipment export market 

The world bought nearly $17,000,000 in 
lift trucks from the U.S. last year. Total 
materials handling equipment exports were 
$69,000,000. A folder put out by “McGraw- 
Hill Digest,” New York, presents a conti- 
nent-by-continent, country-by-country break- 
down of dollar volume in each category of 
material handling equipment export sales. 


1204/Circle on Readers’ Service Card 
Trends in the railway market 

Who and where to sell in the 1953 rail- 
way market is described in a 48-page 
booklet offered by Simmons-Boardman Pub- 
lishing Co., New York. Trends in the 
various branches of the market are set 
forth, along with figures on railway buy- 
ing, and data on the organization of the 
industry. Free booklet. 





yg * Send for these helpful selling tools 


1205/Circle on Readers’ Service Card 


The 
. - know what it buys? 


Every year the highway industry needs 
$600,000,000 worth of equipment to replace 
that worn out. Types of equipment used 
for road construction and maintenance are 
listed in a market file published by “Roads 
and Streets,” Chicago. Also listed are ex- 
penditures for highways and streets by 
governments, and tables of equipment 
used by governments, contractors, states. 


1206/Circle on Readers’ Service Card 


How equipment is bought 
for engineered installations 

Although homes and small buildings 
need similar equipment for ventilation, pip- 
ing, air conditioning, buying practices are 
different. Industrial Press, New York, has 
published two booklets in one. One cov- 
ers the $1.5 billion home and small-build- 
ing market, the other tells how equipment 
is boughi for engineered installaticns in 
larger buildings. 


1207/Circle on Readers’ Service Card 


Sell $20 billion aviation 
industry . . nation’s largest 

Small business gets 60%, of aircraft sub- 
contracts. As many as 250,000 separate 
parts go into a single modern bomber. 
Purchases of aircraft products are made or 
broken in the research-design laboratories 
and on the drafting boards of the engi- 
neering departments. A market guide is- 
sued by “Aeronautical Engineering Re- 
view,” New York, explains the buying role 
of engineering men in aviation. 


1208/Circle on Readers’ Service Card 


Supply the lumber, building 
products dealer market 


Lumber and building material dealers” 
sell some 350 different items in addition! 
to lumber, nails, insulation and building) 
paper. A statistical picture of the dealer” 


who supplies the $8 billion building mur-_ 
ket is presented in a booklet put out by! 
“Bmeric.n Lumberman,” Chicago. 4 
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Readers’ Service Dept. 


5212 


Please send me the following 
research and media data... 


1201 1202 1203 1204 
1206 





1205 1207 1208 





1209 1210 1211 1212 





1214 1215 1216 
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* Note inquiries for items listed 
not serviced beyond Mar. 15, 1953 








BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 34.9 P. L. & R. Chicago, Il. 
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Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, IL 
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* Send for these helpful selling tools 


1209/Circle on Readers’ Service Card 
New way to ‘tag’ your market 


A novel patented tag idea which locks 
on to a product without wires or strings is 
described and demonstrated in a booklet 
issued by Printcrafters, Syracuse, N.Y. The 
item suggests use as a self-attached in- 
struction book or catalog, as well as a tag 
on parts and appliances. 


1210/Circle on Readers’ Service Card 


Aviation market has six parts: 
learn how to sell to each 


The Air Force stocks over a million dif- 
ferent items, many of which are supplied 
by firms not related to the aircraft indus- 
try. An impressive market outline folder 
issued by “Aviation Age,” New York, di- 
vides the industry into six categories . . 
military air forces, manufacturers, air car- 
riers, airports, aircraft sales and service 
firms and executive aircraft owners . . and 
tells how to sell to each market. Charts, 
graphs and tables depict features. 


Z. 





os 


1211/Circle on Readers’ Service Card 


Study shows growth of oil-fired 
warm air furnace market 

A little less than half of the 5,704,556 
oil-fired central heating plants operating 
in homes and dwellings in the U.S. were 
warm air furnaces. A 24-page report con- 
tains figures showing state distribution of 
sales of these units last year, and charts 
depicting the progress of oil-fired warm air 
heating over the last 17 years. The book- 
let, published by “Fueloil & Oil Heat,” 
New York, tells how manufacturers can 
distribute and sell in this market. 





1212/Circle on Readers’ Service Card 
How schools select and buy 


Selling supplies, furniture, equipment, 
maintenance and building products to the 
school and college market is discussed in 
a booklet prepared by American School 
Publishing Corp., New York. Booklet con- 
tains data on market's size and scope, en- 
rollment trends, new building volume, and 
make-up of market's major buying groups. 


No 
Postage Stamp 
Necessary 


If Mailed in the 
United States 
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1213/Circle on Readers’ Service Card 


Your interest in the foundry 
market can be rewarding 


Value of 1951 foundry production was 
over $5 billion. Of all durable goods man- 
ufactured, 90% require the products of a 
foundry as end products or component 
parts. A new media and market data file 
published by “Foundry,” Cleveland, tells 
about equipment and materials used by 
foundries, gives an interesting flow chart 
pictorially describing castings production. 
Free of charge. 


1214/Circle on Readers’ Service Card 


Buying power of formula 
feed industry hits $3.5 billion 


The feed industry buys equipment for 
materials handling, weighing, packaging, 
power production and transmission . . ma- 
chinery for mixing, grinding, pelleting, 
screening and processing, as well as dif- 
ferent types of chemicals used in agri- 
culture. ‘Feedstuffs,” Minneapolis, has 
issued a market data presentation telling 
how the $3.5 billion industry is organized, 
about the future of the market, and how 
to sell it now. 


1215/Circle on Readers’ Service Card 


Have a look at the 1953 
refinery equipment market 


An attractive spiral-bound market data 
guide issued by “Petroleum Refiner,” Hous- 
ton, makes a forecast of 1953 expenditures 
in the refining, natural gasoline and petro- 
chemical industry. It gives a long list of 
equipment used in refining processes, and 
of U.S. and foreign plants. It tells how 
to sell to this industry, along with in- 
formation about engineering-design-con- 
struction firms and their place in the buy- 
ing picture. 


1216/Circle on Readers’ Service Card 


The materials engineering 
market and how to reach it 


How to sell materials, parts and finishes 
to the hard goods manufacturing industries 
is told in a booklet issued by “Materials 
& Methods,” New York. Defining the basic 
markets for engineering materials and ma- 
terials processing equipment, it identifies 
the men who are responsible for product 
design and manufacture . . listing the kind 
of information they need before selecting 
and specifying materials and processing 
methods. 


4 
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Use these return cards 
for publications 
mentioned on this page 
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Griswold-Eshleman . . Cleveland 
r ppointed to handle advertising 


Wright Advertising . . Pitts 
been named to handle 
se Metal Equipment C 
ufacturer of h 


Seneca 


3; and yardsticks 


Smith Hagel & fb oe 8 
wing Apr tments: 


ks a 3reist, as sp 


Central Advertising Service . . Bost 

handle advertising for Gale Hal 

ing Co., manufacturer of Mile-O-Mati 

jages. 

F. W. Prelle Co. . . Hartford, Conn., has the 
ving new accounts: Frank M. Whiting 

Silver Co., Snow-Nabstedt Gear Corp., and 

Johnson Gage C all of Connecticut 

Henry A. Louden Advertisinc . . £ 

has expanded its offices to accomm 


increased personnel. 


Edward J. Thayer . . former sales admin 
istrator for Pillsbury Mills, hos become 
research associate in the New York re 
search department of Fuller & Smith & 


Ross. 


Nemethy-Davis . . Detroit direct mail agen 
y, has moved to larger quarters at 1440 


Plymouth Rd 


J. F. Finnegan . . New York agency man 
has joined Wright Advertising, Pitts{ 
N.Y., as account executive and director 


iblicity 


Burke Dowling Adams . . Atk 
has moved to new offices 


Peachtree St., N.E 


Harris D. McKinney . . Philadelphia, has 
resigned the account of Taylor Fiber 
Norristown, Pa., effective Dec. 31 
Remsen Advertising . . New Haven, Conn 
has made the following additions to its 
staff: Richard W. Griswold, former district 


manager Guardian Life Insurance Co., as 


AGES 

BROKERAGE Accounts 

BUSINESSES, Kinds of 

CASH & CHECKING | ACCOUNTS, Family 
CHARGE ACCOU 

CHARITABLE CONTRIBU TIONS 
CORPORATE OFFICERS 

DIRECTORS, Boards of 
ENTERTAINING, Business 

FUNCTIONS 

HOME OWNERSHIP—Permanent, Summer, 


Other 
HOME READERSHIP 
INCOME, Family 
LIFE INSURANCE, Company 
MANUFACTURERS and PROCESSORS 
MORTGAGES, Family Holdings 
NET WORTH, Personal 
OCCUPATIONS 
OFFICE READERSHIP 
PENSION PLANS—Employees, Executives 


POSITIONS 
PURCHASERS OF: 
Advertisin, Office “ig. por 
Air Conditioning —Omi sso 
Bank Servic —Office Furniture 
—Stationery & 
preset Materials Printing 
Chemicals 
Coal s Fuels —— & 
pissy Paints. &Tnduetrial 
Electrical Controls Finish ‘ “i 
. y-4 Plant ‘Machinery 
Electronic Components pjastics 
eo « Pulp & Paper 
ogpcseenre Real Estate & New 
Food Products Plant Structures 
Glass Rubber & Rubber 
Grain Products 


—— Lubricants Screw Machine Prod- 


ucts & Hardware 
ion "2 Steel Shipping & Trans- 
Materials Handling portation 
Equipment Pee ea 
New Prodi “J rucks 
Darcnemenh Company Cars 
‘on-Ferrous Metals Wire & Cable 


READERS, Additional 

REAL a ow Holdings 

RENTALS, H 

RETAILERS 

RETAIL LINES, Purchasers of 

SAVINGS BANK DEPOSITS, Family 

SAVINGS & LOAN ASSN. SHARES, 
Family Holdings 

STOCKS & BONDS, Family Holdings 

WHOLESALERS 

WHOLESALE LINES, Purchasers of 





aim your 
advertising 
dollar 

at known 
potentials 








Your advertising dollar in any 
publication buys an opportun- 
ity to deliver a message to a 
group of individuals who have 
individual interests, individual 
responsibilities and individual 
buying means. 

Here, in “The Wall Street 
Journal Index of Subscriber 
Buying Power” you will find 
what The Journal's audience of 
234,569 subscribers offers you 
in the way of specific sales op- 
portunities. 

Now, the coast to coast Wall 
Street Journal audience is pic- 
tured for you in terms of buying 
ability and buying 
responsibilities, 
product by 
product. 


Send for the INDEX today! 


December 1952 / 161 








advertising 
Manage! 





"i selected 
GAS 


... because the editorial 


“| LIKE 


the new large 





























content of GAS is packed Newly desigr si fronted at at tl page size of 
with actual operations pisses Decisis ieeal er aes uae 
: information, the know- ; eit Sieh aerate etait -Propane News 
j how and why of meth- aaa es a Butane-Pro 
ods and techniques, the . 
; kind of reading gas men It gives me more 
; like. The high reader- iccount ex rymond E. Smitl display space for 
: ship of this active, inter- { ut d it Lindsay Adver our products and 
i di e 1 1 dire Michae ichett i . HY 
: ested 1d ‘ . at no increase in 
' better results from our ea if; ar tes”’ 
: advertising.”’ Adams as traf ina page rates 
Storm & Klein . . New York, has j 
...and because GAS has Ve ee ...and because BP-News has 
> Largest circulation both in total > 52% greater coverage of read- 
copies and in copies to gas com- George Howe. . for: witl ntair ers in Bulk Plants who represent 
pany readers — 92% is to in hes ; he a H of } 85% of the industry's purchas- 
dividual readers. a aa Pre ing power. 
{ D Its circulation reaches the men D> Largest circulation, highest sub- 
: who have authority to buy—the Phil Gordon . . Chica has | 1 scription rate, and the highest 
' same men your salesmen contact. a ae ir TOR ae renewal percentege in the in- 
: > Circulation Verification is Two- uY N n, V ee 





Fold. 98.97% Verified by C.C.A 


Le ; for list accuracy. 93.9% Verified D> An alert audience as shown by 


h : for Readership by independent Casper S. Yost. . ‘ : 80 to 100 letters per month to 
y ’ audit 3 : I the editors, asking for engineer- 
, ’ ing advice. 
> Authoritative editorial coverage 
backed by 26 years experience > The Pioneer Publication with 
in this field George E. Holmez . . I 1 more than 20 years editorial ex- 


—_ ae ned t ' perience in this field. 
> More editorial and advertising 
pages per issue than any other 


> Publishers of the only library of 


Gas Industry Publication, technical books — Headquarters 
isi = for L.P. gas Information since 
DA circulation increase of 79°, Robert B. Young ane cat ae oe 1931. 9 


In 10 years has kept pace with 


the growth of the industry > First display and classified ad- 


ay vertising for 13 years. 
Lowest advertising rate per 
thousand circulation, plus com 
plete industry coverage Ross Roy, Inc. . . ! 


v 


> In 1951, 88 exclusive advertisers 
used only BP-News Publications 
to sell this market. 


BUTANE PRON 


A JENKINS PUBLICATION 











Write for Latest Write for batest 
market data .. . 


Market Dota... 





Paul J. Steffen Co... 





A JENKINS PUBLICATION 


198 So. Alvarado Street Lott Advertising . . Santa Monica, ha 198 So. Alvarado Street 


Los Angeles 4, California Los Angeles 4, California 








G. M. Basford Co. . . New Yor 


wa 


formerly with the cata 


William A. Foxen . . Benton & 


Charles Ackley . . former free 


Gerth Pacific . . has been named to handle 


Emery Advertising . . Faltimor 


Marsteller, Gebhardt & Reed . . Chicag 


Wilson, ae-sn & Welch . 
I 1dde hese new a 


Malone, Moore Associates . . New York 


Media changes. . 


Fred Grant . . has resigned as v 


veland regiondi manager I 


Pit & Quarry . . Chicago, has announced 
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A Report 
TO OUR CUSTOMERS 


*For the twelve month period 
ending October 31, 1952 


A Condensed Statement 
sor one ae 2,352 
Total Inches of 20,886 


News Published 

Total Pages of 

Advertising i 123 
| 





(exclusive of photographs) 
(display, classified and official notices) 
Total Pages of 
Color Advertising 590 
*Tabulation of all figures includes both CON- 


STRUCTION NEWS MONTHLY and CONSTRUCTION 
NEWS (weekly). 


CIRCULATION IN EXCESS OF 6,500 


RKeypetling 
CONSTRUCTION ACTIVITIES 

IN. ..OKLAHOMA 
Eastern MISSOURI 
ARKANSAS 
Western TENNESSEE 
LOUISIANA 
MISSISSIPPI 





ARE YOU BUILDING A be 
BUSINESS PAPER SCHEDULE ? i Director, 





Than. rofer to 
Industrial Marketing's 
/953 MARKET DATA 
& DIRECTORY NUMBER» 
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Renter Buy Bestex 


Instruction Manual Covers 


Government Agencies 
cify “Bestex” covers 
- i types of instruc- 


i ies of : 
tion boot ek to Beaverite for these requirements, 
a 


because Beaverite and Bestex have been synonymous 


for many years. 
Tell us your needs, 


quotations promptly. 


and we'll submit samples and 


BEAVERITE PRODUCTS, INC. 


33 DE WITT STREET, BEAVER FALLS, NEW YORK 


Looseleaf Covers, Ring, Swing-O-Ring, and Multo, in BESTEX Artificial Leather 


ond Paper Cover Stocks: also Acetate Tabbed Indexes. To Your Order 


TRADE ASSOCIATIONS OFFER 
INVALUABLE SERVICE on UNFAMILIAR 
MARKETING PROBLEMS 





Look them up in Industrial Marketing's 


/953 Market Data & Directory Number 
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Carl A. Zehner . . former western adver 


pneen 





manage! 


Albert W. Boulton . . former vice-president 
Petroleum Processing N 


ind 
1] Maintenar 1d 
R. O. Wettstein . . has beer me 
handle West Coast Eb Yar 
Sal F. Marino . . formerly with Huebner 


eastern area 


Railway Freight Traffic .. a new monthly 


shippers 





American Machinist . . New York, has 


published its ‘75th anniversary issue 








William A. Fair . . has been named Texas 








nhews 


New Commerce Department 
office to undertake research 


® WASHINGTON . . Market research 
will get more attention from the 
Department of Commerce through 
its new office of distribution, H. B. 
McCoy, acting chief of the office, 
told the Washington chapter of the 
American Marketing Association. 

Mr. McCoy said that one of the 
first objectives of the organization 
would be to “assemble and put into 
proper form the vast amount of 
economic information already avail- 
able in government.” 

He said the government is a vast 
gold mine of economic information, 
but the Department of Commerce 
has never been equipped to publish 
this information while it is timely, 
or in the form that makes it useful 
to business. On the basis of data 
already on hand in various govern- 
ment departments, Mr. McCoy pre- 
dicted the new organization would 
be able to issue reports on market 
measurements, methods and trends. 

A second type of program, he said, 
would be devoted to distribution 
cost analysis. He compared the pro- 
gram of the office of distribution to 
the work which the Department of 
Agriculture has done for farmers. 

“Our program will be primarily a 
service for small business,” Mr. Mc- 
Coy said. Estimating the business 
population at 4,000,000, he disclosed 
that only 1,000 to 2,000 businesses 
conduct their own market research 
programs at the present time. 

The Commerce Department offi- 
cial said he hoped the department 
would be able to develop reports 
which will show business men how 
to cut costs. In addition, the new 
office will be a contact for business 
with government. 

“The staff of this organization will 
be in a position to advise the Secre- 
tary of Commerce on the attitude of 
business toward public issues,” Mr. 
McCoy said, “and will enable the 
Secretary to relay these views to the 
President at cabinet meetings.” 

Creation of the office was origi- 
nally recommended by National Dis- 
tribution Council, an advisory com- 
mittee of top business executives. 








The Men Who Move the Goods 
are $24 a-year Subscribers 


to TRAFFIC WORLD 


oe I have been reading Traffic World each week Robert F. Mackrell 
since 1917 because it keeps me closely Director of Transportation 


in touch with what goes on currently dante to 
in transportation. Each week's issue is 
read by 26 other men in my department. 99 


That's typical of Trafic World's complete coverage of the 
industrial trafic manager's market. As a typical subscriber, Mr. 
Mackrell directs the transportation for many National Gypsum 
products involving 33 plants and some 15,000 dealers. He has 
been National Gypsum’s Director of Transportation since 1925. 
His shipping interest concerns all modes of transportation. 


Such typical readership means advertising effectiveness in Traffic 
World. Subscription price is $24 a year. Renewal percentage is 
90%. Circulation is ABC. For freight transportation, equipment 
and supplies advertising for shipping, transporting and handling 
freight, little wonder Traffic World is the dominant medium 
Detailed facts gladly supplied. 





Published Weekly Since 1907 
22 West Madison St., Chicago 2, Ill. 


253 Broadway 821 Market St 
New York 7, N. Y. San Francisco 3, Calif 
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Thi Why. THE IRON AND STEEL ENGINEER 


IS CONSIDERED “THE BIBLE” OF THE INDUSTRY 


A rich diet of editorial material—much of it 
actually requested by our readers—is the best 
way we know of to serve our readers first. By 
serving readers with information they request 
—reader interest is high—providing maximum 
impact for advertisements, and greatest return 
for advertisers. To sell the steel mill market— 
use the Iron & Steel Engineer. 


Write today for N.I.A.A. Sales Presentation 


IRON and STEEL tncineer 


1010 EMPIRE BUILDING 
PITTSBURGH 22, PA. 
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Finish . . 


that’s easy to set up 


By Peter L. Shugart 


® wat Beckman Instruments, Inc., 
was looking for was an effective dis- 
play requiring as little work as pos- 
sible to set up for an undramatic 
technical product in a variety of in- 
dustrial shows. 

The company’s show exhibit needs 
boiled down to these: 


1. Simplicity . . The product 
precision instruments doesn’t 
have the natural excitement of a lift 
truck or a bulldozer for demonstra- 
tion purposes. So we merely wanted 
a simple but attractive booth where 
demonstrations of instruments could 
be made to substantial crowds ef- 





ficiently. Further, Sales Promotion 
Manager J. W. Gerrard believed 
that we could not expect booth per- 
sonnel} our local dealers, sales 
representatives and technical ex- 
perts . . to become paint-and-paper 
wizards overnight. He wanted an 
exhibit that would make life easy 
for our sales representatives at 
every industrial show and that we 
could ship anywhere in the nation 
at any time with a minimum of fuss. 


2. Flexibility . . But the display 
couldn’t be so simple as to be re- 
stricted to too narrow an audience. 
One of our problems was the variety 
of our audiences and of the shows 
we entered. Since its founding in 
1934, Beckman’s scientific analytical 








instruments have gradually moved 
out of the exclusive, high-powered 
research laboratories into produc- 
tion control lines in such industries 
as food and chemical processing, 
sewage and waste operations, pe- 
troleum refineries and pulp and pa- 
per. (Since 1949 sales have risen 
from $3,000,000 to a current esti- 
mated rate of $18,000,000 a year.) 

This meant that we wanted the 
display to have the same format but 
to show different instruments at dif- 
ferent shows . . such as the National 
Institute of Health in Bethesda, Md., 
in June, the American Society for 
Testing Materials in New York in 
July and the Chemical Exposition in 
Chicago in September. In _ these 
shows alone we are reaching such 
diverse groups as medical people in 
June, concrete and steel experts in 
July and chemical processing engi- 
neers in September. 


Packable . . Our answer was a 
“self-pack” display of as many units 
as we required to make our booth 
as large or small as we wished in 
each show. Each unit, which could 
form a display in itself, could be 
closed and packed to form its own 
crate. Closed the unit is 2x3x8’; 
open, it is 3x8x10’. 

The display includes backdrops of 
plywood and pegboard and display 
shelves. Copy describing displayed 
products is silk-screened . . white 
on red background . . and mounted 
easily on the white pegboard. The 
center shelf holds one or more prod- 
ucts, depending on the subject of 
the exhibit. 

All copy areas, photographs and 
displayed items are interchangeable 

. making it easy to change the 
presentation for each show. All 
lighting is concealed in the over- 
hangs and behind circular fixtures 
and there is only one outlet to the 
power source. 

Circular port holes hold color 
transparencies of new product an- 
nouncements. These products are 
“shot” on solid red or blue back- 
grounds. Back lighting in each port- 
hole makes attractive spot coloring 
throughout the display area. Copy 
in the porthole transparencies is 
type set and mounted on blocks, 
which are removable. 

After a one-unit display at the 
Testing Materials show in New 





Warm Air Heat 


Une Oil Heat 
Magazine 


Gas Heat 
reaches all these buyers! 
Piping 


HEATING AND PLUMBING EQUIP- Plumbing 
MENT NEWS has brought an entirely new 
circulation concept to the heating and ‘ 

plumbing field. No longer is it necessary Radiator Heat 
to use separate papers to reach each part 
of this large and profitable market. Now Ventilating 
it is possible to use one—HEATING AND 
PLUMBING EQUIPMENT NEWS—and 
reach every branch at once. 


Air Conditioning 
“a 











This unique publication is the only maga- 
zine devoted principally to giving news of 
new equipment for both heating and 
plumbing. Its circulation to over 35,000 

heating and plumbing contractors and Eh Nalin ayy A 


H H inquiries sent to us by readers, 
wholesalers is the largest in the field. all Gea ies as aes 


manufacturers. These inquiries 


Reach these important buyers each month have averaged over 9,000 per 
month. Individual advertise- 


at lower cost per thousand than any mag- ments have brought as many 
@s 220 inquiries from one 1/9. 


azine covering the heating and plumbing page (3%" x 4%") insertion. 
fields. Reach them through the magazine 
that gains and holds their interest* . . . 
HEATING AND PLUMBING EQUIP- 
MENT NEWS. Send for sample copy. 


An Industrial Press Publication 


148 LAFAYETTE STREET + NEW YORK 13, N. Y. 


Quthonitatir See The 1953 
ces wARKET DATA & 
84 INDUSTRIAL DIRECTORY NUMBER 


ano = TRADE mupusTRIAL 
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York, the display was expanded to 


~ : : / four units for the Chemical show in 
1toVla V1 macy. Chicago, where booth personnel said 


it was the “easiest ever handled.” 





Next year we plan to use the dis- 

For 33 years The PAPER INDUSTRY has been the edi- play in a variety of shows to ap- 
torial AUTHORITY of the paper and pulp manufacturing in- proach electroplaters, metallurgists, 
dustry. . . chemists, physicians, manufacturers 
and food processors. Each display 
will be aimed to speak to the visitor 
in his own language . . telling 


. editorial content is composed of work-shop articles on proc- 
esses, techniques, experiments, developments — written by men 
of science, engineers, technologists, administrators, and timely 
news all of which is presented for quick, easy reading. through case histories how col- 

“Ages ¢ ., . rc havea c 1e. 

. largest circulation BY FAR to mill buying orbit, at lowest ri = aga wai — 

eir problems with Beckman equip- 


cost per 1000... 
ment. 


In the sales promotion division at 
South Pasadena we will continue to 
keep close records on the location 


... 85% of circulation read 
by top management and op- 
erating levels 

of all photos and copy. New photos 
.. . 70% of circulation READ | ig and copy will be forwarded for the 
AT HOME! te appropriate trade show whenever 

and wherever it opens. The display 
was developed for us by Floats, Inc., 
Pasadena. 

If you sell the paper and pulp 
manufacturing industry 
schedule THE UNIT! and 
BLANKET THE FIELD! 





| — The PAPER INDUSTRY Problems in marketing 


monthly magazine — to spot- 
light your messages; 
é | sure he’s a competent industrial 
2 PAPER and PULP MILL Ue n G& photographer . . it’s a good idea to 
CATALOGUE (Yearbook) — Aled fff} | fff, / hang around town for a few hours 
to place your line before more ; +O until he develops the negative (he 
than 3000 mill executives and can pull a print while the negative 
buyers. WOBOOK is still wet). Then if the picture is 
4 poor, you can probably arrange to 
See SRDS for combination ya get back into the plant for another 
rates. uy picture before you leave town. 





8. Whether you supervise your 
own photographer, a local photog- 


The Paper Industry and Paper and Pulp Mill Catalogue 
are published by 
rapher, or take your own shots, 


FRITZ PUBLICATIONS, Inc. ~ as. recall keep up on the latest ideas and 


techniques in industrial photography 
.. particularly the proper techniques 





of staging good industrial photo- 
graphs. An article on staging pic- 
tures, “How to Make Good Photo- 
graphs for Industrial Advertising” 
appeared on page 42 in the Novem- 
ber issue of INDUSTRIAL MARKETING. 
The article was based on a brochure 
prepared by Link-Belt Co., Chicago, 
as a guide to the type of picture 
considered most valuable to the 
company for advertising use. 
el — of von nia gg ate er’ 
able on request to B. V. Jones, ad- 
FUELOIL & OIL HEAT @ 2 W. 45th ST. e NEW YORK 36 (MU 2-4786) | vertising manager, Link-Belt Co., 


307 North Michigan Ave., Chicago. 
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Business ad nets $80,000 sale 


4 





Product literature was also pre- 
pared for mailing to both distribu- 
tors and prospects, and publicity re- 
leases were sent to all trade pub- 
lications in the metalworking and 
welding fields on both AC and DC 
welders. 

In addition, the advertising was 
merchandised to top management at 
A. O. Smith Corp. Proofs of all 
product ads went out each month 
to management and the district sales 
offices. Each individual received 
his own packet of proofs in a folder. 
Also, every month, a complete re- 
port of inquiries received from all 
ads was sent to administrative and 
sales executives. 

Case histories of sales initiated by 
the advertising . . such as the spec- 
tacular $80,000 order . . were writ- 
ten up and sent to management. 
Later these appeared in the com- 
pany’s internal publication, “A. O. 
Smith Sales News,” read by more 
than 700 of the company’s key sales 
and executive personnel. 

The advertising campaign was 
merchandised to the distributors and 
salesmen by sending them reprints 
of the ads, with information about 
the publications in which the ads 
would appear. 

At the conclusion of the 1951 ad- 
vertising program, a_ self-mailing 
questionnaire was sent to all dis- 
tributors and direct salesmen. Asked 
whether they could cite any case 
where a sale resulted from their 
follow-up of an advertising inquiry, 
25% said they could. Half of the 
group questioned said they found 
the advertising a “very helpful” in- 
fluence. 


Concrete Results . . The response 
which meant most to the company 
was, of course, its sales volume. Be- 
cause in the year previous . . 1950 
.. there had been no advertising of 
the welding machine, an excellent 
opportunity for comparison existed. 
Net sales of A. O. Smith welding 
machines were up 271%. 

The company could prove that 
this leap in sales was not necessarily 
part of an industry-wide gain. Us- 
ing 1949 as a base, index of 100, the 


following is a comparison of total 
industry sales versus A. O. Smith: 


1949 1950 1951 


Industry 100 135 
A. O. Smith 100 141 


Another tangible result of 
campaign were the 244 good quality 
inquiries (ads were not couponed) 
produced during the year. Several 
of these inquiries were from dis- 
tributors who were later added to 
the company’s distributor group. 
Several other inquiries paved the 
way for sales to new customers. 

As proof of the healthy regard 
by A. O. Smith top management 
for this program . . not only because 
of the results, but because manage- 
ment had been kept informed at 
each step of planning and execu- 
tion . . the company increased its 
business publication advertising 
space investment 52° in the first 
six months of 1952, and 75° over 
that in the second six months. 

The company’s 1951 advertising 
program and its achievements won 
a citation in the annual Putman 
competition for the best documented 
results from industrial advertising. 





Trends 


overhaul of the comparatively new 
type of motive power . . the diesel- 
electric locomotive. It also promises 
to become an essential process in 
the maintenance and repair of ma- 
chinery that has taken over in the 
mechanization of railroad track 
work. 

Important advances also are be- 
ing made in the welding techniques 
through which railroads helped pi- 
oneer welding in all of industry. 
That is in the use of welding and 
the associated oxy-acetylene cutting 
process for the building, repairing, 
and overhauling of freight and pas- 
senger cars. 

A most significant aspect of such 
trends is that they encourage the 





How Strong is 
Competitive Advertising 
—ACB Can Tell You! 


You may want just “‘a few typi- 
cal ads’—perhaps you want a city, 
an area, or the entire country cov- 
ered for your own and all competi- 
tive newspaper advertising. That's 
ACB’s job. We do it every day for 
hundreds of firms in many different 
ines. ; 

Get in touch with the nearest 
ACB office for rates and service. Or 
if you prefer, ask for ACB’s big 
new 1952 catalog of services—now 
available. 





The Advertising 
Checking Bureau, Inc. 
New York «79 Madison Avenue 
Chicago « 18 S. Michigan Avenue 
Columbus « 20 S. Third Street 
Memphis « 161 Jefferson Avenue 
San Francisco «51 First Street 
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- ODERN 
AILROADS 


Now... 


GREATER SALES 
POWER 
MORE EVIDENT 
THAN EVER 


in NIAA outline form! 


Send for your copy today 


ODERN © ‘a 
AILROADS 


201 North Wells Street CHICAGO 6, ILLINOIS 
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For sales, advertising presenta- 
tions. Opens quickly for desk-top 
use. Very compact. Easy to carry. 
Folds flat. E 


lope takes two presentation sheets 


ach clear plastic enve- 


back to back. Ideal for fast-moving, 
straight-to-eye sales story. Very 


economical. 


Call or write for salesman 
. descriptive folder 


io 
| Swrkhard 


DETROIT 26, MICH. 


Binders to American Business’’ 





PRESS 


CLIPPINGS: 


from all Newspapers 
and Magazines 
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} BURRELLE'’S PRESS CLIPPING BUREA 
p 165 Church St., New York 7, N. 


Sif it’s printed, 
, Burrelle's will clip it, 
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development of production welding 
procedures where metals must be 
joined, strengthened, or worn metal 
surfaces “built up.” FRANK RICH- 
TER, editor. Modern Railroads, Chi- 


Cago. 


Research, Development .. As 
new fabrication materials have been 
provided, new and better methods 
and equipment for cutting and 
welding them have been developed 
Just as the welding and cutting of 
magnesium, aluminum and the cop- 
per and nickel alloys have become 
matter-of-fact, so too will the 
welded fabrication of titanium and 
other such metals 

Automatic flame cutting of intri- 
cate shapes suggests the possibility 
of welding such intricate contours 
in the same manner, with latest 
types of automatic and semi-auto- 
matic equipment. Use of inert gases 
for metallic are shielding will ex- 
pand to include many new appli- 
cations. Also due for considerable 
increased use are the recently im- 
proved rectifier-type arc welders, 
re-designed AC transformer weld- 
ers and the new, streamlined motor- 
driven DC generators. As a result 
of continuous development, sub- 
merged, or hidden are welding, both 
fully and semi-automatic, is sure to 
be expanded in applications where 
manual welding is now being used 
This trend has become apparent in 
the field of hard surfacing 

Among the more outstanding re- 
sults of recent welding research are 
the increased utility and efficiency 
of low-hydrogen type electrodes and 
the inert-gas shielded are welding 
methods. This is particularly true 
of the new Aircomatic and Sigma 
processes which utilize inert gas 
shielded consumable electrodes and 
are adaptable to either manual or 
automatic operation Many new 
welding applications will be devel- 
oped because of the availability of 
especially in the 
fabrication of mild steel LEW GIL- 
Industry & Welding, 


this equipment, 


BERT, editor, 
Cleveland 

What to Expect . . Welding is a 
dynamic industry which perhaps has 
reached the half-way mark in its 
In practically all the 


developments in the newer steels 


potentialities 


and non-ferrous alloys, welding and 


goo Pa ifi 
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Write for sample copy and rate card 


Daily Journal of Commerce 
711 SOUTHWEST 14TH AVE. 
PORTLAND 7, OREGON 

WORKING TOOL OF PACIFIC NORTHWEST BUSINESS 








MEDIA AND MARKET 
FACTS FOR BUILDING 
YOUR 1953 SCHEDULES 


. see the hundreds of pages 
of data covering 84 primary 
markets — specifications, rates 
and circulations of the 2,400 
business papers serving U. S. 
and Canadian industry — and 
the factual presentations of 200 
leading publishing organizations 

. in your 
1953 INDUSTRIAL MARKET 


DATA & DIRECTORY 
NUMBER 











its allied processes are favored 
methods of joining in the shapes or 
forms needed for jet planes, rockets, 
ships, military equipment or elec- 
tronic tubes. 

In turn the industry has met these 
requirements with developments in 
inert shielded arc welding, new 
automatic welding procedures, new 
methods of cladding, brazing pro- 
cedures, cold welding, resistance 
welding machines, low hydrogen 
electrodes, flame hard facing proce- 
dures and a host of other new prod- 
ucts and processes. 

Real advances in welding, how- 
ever, are in no small measure de- 
pendent on better steels which are 
not notch sensitive at low tempera- 
tures and others that have the nec- 
essary strengths at high tempera- 
tures. Improvement in non-ferrous 
metals so they are not so sensitive 
to the heat of the welding cycle will 
also bring about radical develop- 
ments not forseeable at the moment. 

Methods of design must become 
more accurate and result in more 
streamlined structures so that full 
advantage may accrue through use 
of higher yield and strength steels, 
thus permitting higher design stress- 
es with reduction in weight, thick- 
ness of materials which in turn will 
open up still newer fields in chem- 
ical, oil, steam and other industries 
through combinations of higher 
temperatures and pressures. In an- 
other field rigid welded frame struc- 
tures will help steel meet the com- 
petition of other materials. 

Perhaps, also, the engineer will 
have to learn new housekeeping 
procedures so that he can use ex- 
pensive steels at points of greatest 
stress and less expensive steels in 
other parts of a structure . . WILLIAM 
SPARAGEN, editor, Welding Journal, 
New York. 





Letters to the editor 


apparently wanted market data and 
a list of Canadian publications. 
The editor’s answer reproduced 
under the letter gave him valuable 
information but could have been 
carried further in connection with 
the list of Canadian publications. 
For your information I am send- 


SHORT ON RESULTS ? 


Are you getting maximum results from your industrial advertising dollars? If you 
want to see tangible, measurable results INDUSTRIAL MAINTENANCE will produce 
quantity, quality inquiries from its more than 75,000 plant operating readers. 


Covering over 50,000 plants in 23 industries at shirt-sleeve level, INDUSTRIAL 
MAINTENANCE delivers the plant men who are ready and able to buy. These 
men are responsible for the function and upkeep of machinery, equipment and 


plant in America’s top-rated companies! 


If you’re not covering this multi-million market with your 1953 budget, investigate 


INDUSTRIAL MAINTENANCE today! 


cet resutts! INDUSTRIAL MAINTENANCE 


Philadelphia 32, Pa. 








To reach the 


6800 
KEY MEN 


who make the buying 


decisions in 


CONCRETE 
CONSTRUCTION 


effectively and at 
modest cost 


use the 


JOURNAL OF THE 
AMERICAN 
CONCRETE INSTITUTE 


See details on page 124 of the 
MARKET DATA & DIRECTORY 
NUMBER of Industrial Market- 


AERONAUTICAL 
ENGINEERING 
REVIEW 


Aviation's 

ONLY 

Engineering & Design 
Publication 


@ 10,000 paid readership among 
ical i s, desig s and 





specialists. 


@ 90% of readership in four top avia- 
tion markets — Manufacturing, Govern- 
ment, Research, and Airlines. 


@ 84% of current advertisers have 
used the REVIEW for two or more 
years. Find out why! 


Write today for 
16-Page Aircraft Market Book 


Institute of the Aeronautical § 
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IT COSTS LESS TO SELL 
INA 


CONCENTRATED . 
MARKET 


THE MEATPACKING INDUSTRY 


* is one of the largest, most stable 
segments of U.S. Industry, good times 
or bad buys in billions, year after 
yeor. 
% includes 3889 plants, almost all 
located in or near mojor population 
centers . . permitting CONCENTRATED 
SELLING at minimum expense. 
*% is ao huge morket IN ITSELF for proc- 
essing and packaging equipment and 
supplies . ingredients . . materials 
handling equip oir ditioning 
ond refrigeration canning machinery 
temperature control equipment 
motors, pipe, tires, etc. 


YOU CAN REACH THIS MARKET THROUGH 











* for more than 60 years, THE PROVI- 
SIONER has been paid for and read by 
the men who make the important buying 
decisions in the plants which do most 
of the business. it reaches 97°% of the 
companies you want to sell. Renewal 
Rote: almost 85% for over 15 years 
— 85.69% for 1951 — all 1-yeor sub- 
«criptions. 


%® SEND FOR SPECIFIC, DETAILED DATA 
on SALES POTENTIALS for YOUR PRODUCT 


THE ATIONAL 
eo @ 








THE MAGAZINE:THE MEATPACKING 
INDUSTRY Chooses TO READ 


15 WEST HURON ST., CHICAGO 10, ILL. 
* 18 EAST 4ist ST, @ NEW YORK 17 * 
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ing under separate cover a copy of 
Advertis- 


reference and 


an issue of “Canadian 
ing.” This is the 
media authority for Canadian pub- 
lications. It lists all Canadian media 
and media classifications in the busi- 
ness of soliciting and running na- 
tional advertising in this country. 
We maintain this service on a quar- 
terly basis with interim rate bul- 
letins that keep advertising buyers 
completely up-to-date on the media 
picture. We would appreciate your 
keeping our service in mind should 
further inquiries come in to you for 
information of this kind. 
A. C. BALL 
Manager, Canadian Advertis- 
ing, Toronto 


Agency wants “how-to” data 
We are in the 


process of organizing a filing, or in- 


® TO THE EDITOR 


dex system, for the technical data 
collected by my account group. 
Would you send me tear sheets 
on this subject which have appeared 
in your publicatic “ tear sheets 
are not availab’ ng of arti- 
suffice. Any 


other leads on library systems for 


cle appearances we 


industrial agencies, specifically, will 
be welcome 
FREDERICK W. PAYNE 
G. M. Basford Co., New York 


[Two recent IM articles will help 
“How to Keep Sales Literature in 
Order and Up-to-Date . . Problems 
in Industrial Marketing,” Sept., ’52, 
page 20, and “Photo and Art Work 
File Saves Ad Department Time,” 
Aug., 51, page 44 .. Eb.] 


Wants to keep better records 


.. can IM help? 

® TO THE EDITOR We've been en- 
joying all departments of your mag- 
azine now for some time . . and it’s 
finally dawned on us that you could 
be of real service to our advertising 
department. 

It seems that the records of this 
department are far from what they 
and with an aim to im- 
just this side of 
perfection we'd like to turn to 
you for help. Would you be able 
to supply us with articles on this 
subject which may have appeared in 
your columns in the past? 

Anything you might suggest along 


could be 
proving them 


this line would be of interest, espe- 
cially if it helps improve the system 
of keeping the records of our ad- 
vertising department. 
L. G. BAUER 
Advertising manager, E. F. 
Marsh Engineering Co., St. 
Louis. 


[The two articles mentioned above, 
plus “Conveyors Speed Sales for In- 
Roebuck’” Mar., 


dustrial ‘Sears 
1951, p. 38 . . up.] 


Literature boxes solve stock 


room, inquiry problems 
® TO THE EDITOR . . In “Letters to 
the Editor,” October IM, you offer 
information on where to procure 
filing boxes for sales literature. 
Would you be kind enough to send 
me this information? 
G. I. FITTERMAN 
New York office, Maritz Sales 
Builders, St. Louis 


® TO THE EDITOR . . Please send me 
ihe “source and prices” of the liter 
boxes with the cellophane 
windows. Your article was right to 
the heart of one of our inquiry 
handling problems. 

G. E. WINSLOW 


ature 


Advertising department, Rob- 
bins & Myers, Springfield, O 


[Kroeck Paper Box Co., Attn: J. R. 
Carrier, 1701 W. Superior, Chicago 
In lots of 50, the 
Price 


decreases as quantity increases 


22, is the source. 
boxes are priced at $2 each. 


ED. | 


Doubts Copy Chaser ability 
to know ad virtues, skip ad aims 


® TO THE EDITOR . . Thank you for 
your congratulations, and for the 
certificate of commendation on the 
Mine Safety Appliances Co. ad. I 
am naturally very happy to be 
tapped for membership in your club. 

If I may say so without seeming 
ungracious . . I am happy to see the 
C-C Department taking some ac- 
count, in its appraisals, of the vari- 
ous readership studies. I certainly 
do not feel that any existing system 
gives any final answers, mainly be- 
cause there are so many uncon- 
trolled factors that affect reader- 


ship. But I also, with all due re- 





At 


your 
age u 


If you are over 21 (or under 101), follow the 
example of our hero, Ed Parmalee, and face 

the life-saving facts about cancer as presented in 
our new film “Man Alive!”. You'll learn that 
cancer is not unlike serious engine trouble 

it usually gives you a warning: 


(1) any sore that does not heal (2) a lump or 


thickening, in the breast or elsewhere (3) unusual 
bleeding or discharge (4) any change in a wart 

or mole (5) persistent indigestion or difficulty in 
swallowing (6) persistent hoarseness or cough 

(7) any change in normal bowel habits. Any one 
of these symptoms should mean a visit to your 
doctor. Most cancers are curable if treated in time! 


You and Ed will also learn that your best 
“insurance” against cancer is a thorough health 
examination every year—twice a year if you area 
man over 45 or a woman over 35. 

For information on where you can see this 

film, call us or write to “Cancer” in care 

of your local Post Office. 


American Cancer Society 


“MAN ALIVE!” is the story of Ed Parmalee, 
whose fear weakens his judgment. He em- 
ploys denial, sarcasm and anger to avoid 
having his car properly serviced and to 
avoid having himself checked for a symptom 
that may mean cancer. He finally learns 
how he can best guard himself and his family 
against death from cancer. 
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"A Directory of Southern 


chemical listing more 


than 1,000 sales offices, distributors, 


suppliers 


and manufacturing plants 


V Information ox i» 


the fastest-growing chemical market 
in the world can be reached through 


Published with the Journal of 
Southern Research and the 
Southern Industrial Directory. 


WRITE TODAY TO: 
SOUTHERN CHEMICAL INDUSTRY 
5009 Peachtree Rd., Atlanta, Ga. 





Q THRIFT: 
ETCHING CORPORATION 


Spotlight your product with a sparkling 
metal name plate. We gladly cooperate with 
stiles and advertising executives to create 
standout identification which reflects your 
product's quality marks it for more sales. 
Send a rough sketch or blue print for design 
suggestion and quotation Let us help you 
improve your product identification. Write 
now for detailed information. 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 22, IIl., Dept G 
jubsidiary of Dodge Manutacturing Corporation, Mishawaka, indiana 
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spect to the demonstrated talents 
and abilities of the Copy Chasers, 
must file a respectful dissent as to 
the ability of anyone to look at an 
ad, and without an intimate knowl- 
edge of all the factors affecting its 
objectives, planning, and prepara- 
tion, state categorically that it is 
good or bad 

In this connection, some years ago 
our Research Department clipped 
the 12 best-read one-page, one-color 
ads from a year’s issue of Factory, 
and also the 12 poorest-ranking ads. 
These were exhibited, and the men 
them. The re- 
interesting. The 


invited to classify 
sults 
most disturbing thing to me, how- 


were very 
ever, was the fact that none of the 
ads had any real distinction, and 
most of them we would have been 
ashamed to send out of the agency 
It makes me wonder if we ad men 
have set up some completely false 
standards of judgment much as 
a sales manager might set up elab- 
orate sartorial standards for a sales- 
man, and judge him by these exclu- 
sively, with no weight given as to 
whether he could actually sell 

I hope the interpolation of these 
personal observations does not di- 
lute my thanks, for that is far from 
my intent. I believe that you have 
a sincere and idealistic interest in 
bettering the lot of the industrial 
advertising man, and in raising the 
standards of industrial advertising 
My comments are offered on the re- 
mote chance that they might suggest 
new or improved ways of reaching 
your objectives 

Cc. M. MORLEY 
Vice-President, Ketchum-Mac- 
Leod & Grove, Pittsburgh 


[ When a 


enough, it’s pretty hard to tell which 


dog chases his tail fast 
is his head and which is his tail. 
That's what readership studies can 
do if you take them too seriously o 
drive you stark silly. Your case of 
the 12 best-read ads that had no 
real distinction to us simply means 
they would have been still better 
with some. An ad, like a man, is 
first what's underneath the clothes 
Clothes don’t make the ad any more 
than they make the man so the sim- 
ple obvious seems to be if you build 
an ad from the inside out you will 
go wrong much less often COPY 


CHASERS | 





RELI (BLE Latest Metals Prices 
TIM EL) News of. Metals 


Round f Metals Syppl 
La epi nba 4 


More Metals Advertising Than Any 
Other Medium 


Today’s buyers in the steel and 
metal trades can’t wait they 
need accurate DAILY reports and 
quotations on steel, metals, metal 
products, ores, and alloys, also all 
DAILY trade, market and govern- 
ment developments. Only AMERI- 
CAN METAL MARKET gives them 
this prompt service. Make this day- 
to-day contact with management, 
purchasing, and operating execu- 
tives in this vital industry through 
advertising in the most wanted 
metal-trade paper Over 300 
sellers of metals, metal handling 
equipment and = machinery are 
carrying regular schedules in the 
industry’s daily newspaper. 


AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industries 


18 Cliff Street New York 38, N.Y. 





WANT MORE 


VIEWER 
IMPACT 


FROM YOUR 
EXHIBITS? 


CLIP THIS AD 
TO YOUR LETTERHEAD 
AND MAIL TO 
96-22 43rd Ave. Corona 68,N. Y. 
ILlinois 7-2002 
Designers and Butlders 
f Liplap and Exhibils 
Send me: 
FREE CHECKLIST of requirements 
” for a successful exhibit at your 
next trade show, sales meeting, 
convention, etc. 
FULL DETAILS of how Ivel has 
~ helped other firms solve exhibit 
problems . . . and how Ivel 
can help your firm get better 
exhibits. 
ILLUSTRATED STORY of amaz- 
ing IVELPAK, the pre- 
fabricated, easy-to-use 
exhibit which you can buy 
or rent ot an important 
saving of time and money. 


IM-12-52 





Index to Advertisers 





*Advertisers’ Research Service .. 176 
Advertising Checking Bureau 169 
Advertising Council, The ...... 155 
Advertising. Requirements 142-143 
*Aeronautical Engineering Review 


: Pe 
Agricultural & Food Chemistry 83 
*American Artisan . . 10-11 
*American Aviation .. ams 6 
American Cancer Society ; 173 
*American Ceramic Society ... 22 
American Chemical Society, The 83 
“American Metal Market 174 
*American Society for Metals, 
The 20-21 
*American Society of Mechanical 
Engineers 159 
*American Society of Tool Engi- 
neers, the Insert Between 16-17 
American Telephone & Tele- 
graph Co. 53 
* Annual Meat Packers Guide 172 
Appliance Manufacturer 29 
*Applied Hydraulics 60-61 
*Architectural Record . . 92-93 
“A.S.M.E. Mechanical Catalog a 
Directory 
Associated Business iii: * 
The ... 100-101 
*Associated Construction Publica- 
tions 66-67 
Associated Purchasing Publica- 
tions, The 151 
Automotive Industries 57 
*Aviation Age 149 


*Bacon’s Clipping Bureau 176 
Beaverite Products, Inc. .. 164 
Black Diamond 176 
*Blast Furnace and Steel Plant . 175 
Buchen Company, The 22-123 
Burkhardt Co., The ae 170 
*Burrelle’s Press Clipping Bureau 

170 
Butane-Propane News 162 


Candy Industry 175 
Cantine Co., The Martin 91 
*Capex Company, Inc. 158 
*Ceramic Bulletin 22 
Chemical Engineering iad aes 
Chemical Engineering Catalog 36 
Chemical Engineering Progress 4 
Chemical Materials Catalog ae 
Chemical Processing . . 38-39 
*Chicago Thrift-Etching Corp. 174 
Chilton Publications 57, 104-105 
Civil Engineering P 24 
Clark-Smith Publishing Co; 156 
Coal Age 2nd Cover 
Commercial Refrigeration 60-61 
Conover- rs Corp. 

103, 141, 149, 4th Cover 
*Conover- Mant Purchasing Direc- 
tory 
Construction Bulletin 66-67 
“Construction Digest 66-67 
*Construction Equipment 103 
Construction News Monthly 

65-67, 163 

*Constructioneer €6-67 
“Contractors & Engineers 7 
County and Township Roads 97 


Daily Journal of Commerce . 170 
Diamond Match Co., The 147 
*Dixie Contractor, The 66-67 


*Dodge Corp., F. W. 14-15, 54-55, 92-93 
*Domestic Engineering 33 


*Eastman Kodak Co. 139 
Electrical Engineering 5 
Electrical Manufacturing 70-71 
*Electrical West 150 


*Factory Management & Mainte- 
nance 50-51 
*Flow 60-61 
Food Processing 38-39 
*Foundry 135 
*Fritz Publications, Inc. 168 
*Fueloil & Oil Heat 168 


Gage Publishing Co. . 70-71 
*Gardner Publications 63 
*Gas 162 
*Gillette Publishing Co. ee, | 
*Gulf Publishing Co. 69, 73 
Gussow Publications, Inc., Don 175 


*Heating & Plumbing eee 
News 16 
“Heating & Ventilating 

“Heating, Piping & Air Condi- 
tioning 

*Heinn Company, The 

*Hitchcock Publishing Co. 


*Implement Record 
*Industrial Equipment News 
*Industrial Maintenance 
*Industrial Marketing 152-153 
*Industrial Press, The 8-9, 23, 167 
*Industrial Publications, Inc. 3rd Cover 
*Industrial Publishing Co. . 13, 60-61 
*Industry & Welding 13, 60-61 
*Institute of Radio Engineers, 
Inc., The 124 
*Institute of The Aeronautical 
Sciences 171 
*Iron Age 104-105 
Tron & Steel Engineer 165 
Ivel Corp. 174 


*Tenkins Publications, Inc. 162 
*Journal of the American Concrete 
Institute 171 


Keeney Publishing Co. 2, 10-11 
‘King Publications 133 


*Machine and Tool Blue Book 25 
Machine Design 115 
*Machinery 8-9 
*Maclean-Hunter Publ. Corp. 31 
*MacRae’s Blue Book Facing Page 129 
*Marine Corps Gazette . 111 
*Marine Engineering 49 
Marsteller, Gebhardt & Reed, 
Inc. 18-19 
*Mass Transportation 154 
Materials & Methods 40 
*McGraw-Hill Publishing Co., Inc. 
2nd Cover, 35, 50-51, 85, 145, 150 
*Mechanical Engineering 159 
*Mechanization 32 
*Metal Progress 20-21 
*Michigan Contractor & Builder 66-67 
*Mid-West Contractor 66-67 
*Midwest Purchasing Agent, The 157 
*Milk Plant Monthly 34 
*Mill & Factory 4th Cover 
ne — Contractor 66-67 


e The Annual Market Data & Directory Number 


Don Gussow Publications, [ne. 


Information Headquarters of the Billion Dollar Industries They Serve 
FROZEN FOOD AGE + CANDY INDUSTRY - BOTTLING INDUSTRY 
TWE CANDY INDUSTRY CATALOG AND FORMULA BOOK 
220 East 42nd St, N.Y.C. + MUrray Hill 7-8771 
CHICAGO 30 North LaSalle Street Rankin 2 9052 
SAM FRANCISCO Simpson Reiliy Ltd 703 Market Street (OOugias 2 4994 
LOS ANGELES Simpson Reilly. Ltd Mathburton Building (DUakwh 61179 








BLAST FURNACE AND 
STEEL PLANT 


—A monthly semi-technical business pa 
devoted to articles concerning the mak 
and rolling of steel. 

Read by the executives and key operating 
officials of the steel plants in all parts of 
the world. A.B.C. — A.B.P. 


STEEL PROCESSING 


A hiy hnical business paper 
devoted to Pa on Forging, Heat Treat- 
ing, Stamping, Forming and Welding. Reed 
by the executives and key operating officials 
in steel processing plants throughout the 
world. C.C.A. 


WATKINS CYCLOPEDIA OF 
THE STEEL INDUSTRY 


—Published biennially. 
Contains articles of semi-technical nature 
relating to stee! making, rolling and steel 
processing. 





Advertising rates on any of the above on 
request. 
Directory of Iron and Steel 
Plants 


—Published annually. 
Price $15.00 postpaid. 


Directory of Steel Processing 
Plants, 1952-53 edition 
available 


—Published periodically. 
Priced $15.00 postpaid. 


Publishers 
STEEL PUBLICATIONS, 
4 Smithfield Street 
Pittsburgh 30, Pennsylvania 


INC. 
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If you wish to reach the 


coal trade use 


CHICAGO 
Manhattan Bidg. 


NEW YORK 
Whitehall Bidg. 


For over 67 years the leading 
journal of the coal industry 





WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 
read are listed in the 192-page 
Bacon's Publicity Checker in 99 
market groups, 

Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 

Price $10.00 — it will soon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 





Technical Advertising Mgr. 


and/or Sales Promotion Mgr. Grad en- 
gimneer, experienced in indust Advt. 
Have created, produced: ads, sales lit, 
direct mail, sales letters; edited tech 
articles. Know art, photo, media, re- 
production. Have sold advt value to 
salesmen, management. Compiled, 
lived within budgets. 

Now Product Advt Mgr with well- 
known mfgr of machinery for food, 
chem, steel, petro, power, const, OEM. 
Want future, challenge. Top refs. Age: 
32. Salery $10-12,000. Want com- 
plete resume, some samples by return 
mail? Write Box 469, INDUSTRIAL 
MARKETING 801 Second Ave., New 
York 17, N.Y. 











. Pare 
12 s of surveying competitive advertising 
year 


ers enable us to provide 


for leading advertis 


monthly data 
k Page 17 for further infor 


[ ae <esearcen 
orltsers moe 
4 Ling eer 1 


the Real Push 
hind Sales! 


You'll find “Snips” a powerful 
medium to reach over 13,000 sheet 
metal, ventilation and warm air 
heating contractors. See Indus- 
trial Marketing Data Book. 

. J 
Snips Magazine 


S707 WEST LAKE sTRery CHICAGO 04 LINO 


at low cost See Market Data 
mation. 


cui cn es 





PHOTO-REPORTS 

ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable Photo-Re 
Porters provides effective way to obtain on-location 
photos, case histories, stories and releases 


For more information write or phone 


SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 
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Modern Machine Shop 63 
*“Modern Railroads 169 
*Modern Railroads Publishing Co. 169 


National Business Publications, 
Inc. 108-109 
*National Provisioner, The 
*New England Construction 
New Equipment Digest 
New York Times, The 
Facing Page 65 


“Occupational Hazards 60-61 
Oil and Gas Journal, The 99 


Panamerican Publishing Co. 30 
*Paper & Pulp Mill Catalogue 168 
“Paper Industry, The (Formerly 

The Paper Industry and Paper 

World) 168 
*Penton Pub. Co. 77, 107, 115, 135 

Insert Between 64-65, 128-129 

*Petroleum Processing 86-87 
*Petroleum Refiner 73 
*Pit and Quarry 112-113 
*Platt Petroleum Publications .. 86-87 
Plumbing & Heating Business 119 
*Power Engineering 80-81 
*Practical Builder 3rd Cover 
*Precision Metal Molding 60-61 
*Proceedings of the I.R.E. 124 
*Product Design & Development 12 
Progressive Architecture 117 
*Public Works 
*Purchasing 

Putman Publishing Co. 


“Railway Age 

*Railway Locomotive and Cars 
Railway Market and Media 

*Railway Signaling and Communi- 
cations niece : 

*Railway Track and Structures 95 

*Reinhold Publishing Corp. 

: 36, 37, 40, 83 117 
Remington Rand, Inc. .- 487 
Roads and Streets 97 
*Rock Products ; 31 


Sickles Photo-Reporting Service 176 
*Simmons-Boardman Publ. Corp. 
95 


*Smith Publishing Co., W.R.C. . 74-75 
*Snips Magazine ae 
Southern Chemical Industry 174 
Southern Hospitals 156 
*Southwest Builder & Contractor 
: 66-67 
Steel Insert Between 64-65, 128-129 
*Steel Processing 175 
*Steel Publications, Inc. 175 
*Sweet’s Catalog Service 14-15, 54-55 


*Technical Publishing Co. 80-81 
*Texas Contractor 66-67 
*Textile Industries 74-75 
*Textile World 35 
*Textiles Panamericanos . 30 
Thomas Collators 131 
*Thomas Publishing Co. 1. 27 
*Thomas Register 1 
*Tool Engineer, The 

Insert Between 16-17 
*Traffic World 165 


Vance Publishing Corp. 146 
Viewlex, Inc. 121 


Wall St. Journal 

Warren Company, S. D. 

*Watkins Cyclopedia of the Steel 
Industry 

*Western Builder 

Wood and Wood Products 

*“Wood Working Digest 

*World Oil 





MARKET RESEARCH 
OPENING 


Leading manufacturer of electronic and 
scientific instruments wants man to de- 
velop market research program in con- 
nection with major sales expansion activi- 
ties. This is a challenging opportunity 
in an industry and @ company with un- 
surpassed prospects for the future. 
Candidates must have college degree 
(with training in physical sciences or 
engineering desirable) and successful 
market research experience, preferably 
on industrial products. Attractive salary. 
Permanent position. Ideal Southern 
California location. Send complete 
resumé of education, experience, and 
personal data to Box 467, INDUSTRIAL 
MARKETING, 200 E. Illinois St., Chicago 
ti, al. 








YOUNG MAN (TECHNICAL) TO 

GROW WITH INDUSTRIAL AGENCY 
Director of small, growing industrial 
agency (New York) seeks young man 
to assist in writing of publicity releases 
and articles for trade publications. 
The right man might be in the adver- 
tising department of a manufacturing 
firm, or on the staff of a trade maga- 
zine. We prefer someone with train- 
ing in metallurgy and engineering. A 
demonstrable ability to write clearly 
and simply is essential. 
Profit-sharing is part of the deal. Only 
letters giving full details will be con- 
sidered—oll replies held strictly con- 
fidential. Box 468, INDUSTRIAL MAR- 
KETING, 801 Second Avenue, New 
York 17, N.Y. 








TECHNICAL WRITER WANTED if you 
have a technical background, some sales 
experience, and can write we have a 
good job with a future waiting for you 
in the industrial advertising field. Write 
Box 471, Industrial Marketing, 200 E. 
Ilinois St., Chicago 11, Hl. 








YOUNG ENGINEER WANTED who likes 
to write. Should have some experience 
in sales work. Write Box 470, In- 
dustrial Marketing, 200 E. Illinois St., 
Chicago 11, Ill. 











SALES ENGINEER under 30 years old 
with a flair for writing wanted. Good 
job and future open in advertising de- 
partment of a well-known instrument 
company located in New England. Write 
Box 472, Industrial Marketing, 200 E. 
Ilinois St., Chicago 11, Ill. 





For all the Facts 
on Industrial and 
Trade Market Data 


LOOK in 
Industrial Marketing's 1953 


MARKET DATA & 
DIRECTORY NUMBER 








It was Seneca who said “Men learn while they 

teach.” Nothing better typifies the editor-attitude 

of Practical Builder. The men who put this book 

together month after month are able to teach 

because they never stop learning; never stop 
eine asking what and why; never stop rubbing 
PRACTICAL 


—~BUILDER 


saa shoulders with people high and low in the 


light construction field. Result? Every page of 


practical builder is practical... 


thanks to men who learn while they teach, 
And, by the same token, every page is profitable 
to advertisers who use it. They know that 


when they’re\in PB they're in! 


Words have to be turned into dollars 
before cold-cash advertisers say“O. K.” 
to a business book year after year. 

Here are some blue-chip firms who use 
PB regularly: American Radiator and 
Standard Sanitary Corp., General 
Electric Co., Inland Steel Products Co., 
National Gypsum Co., Pittsburgh Plate 
Glass Co., Sherwin-Williams Co., 


U.S. Plywood Corp. 


-.. Of the light 
construction industry 


Oinc 





To back up 
your salesmen 
among the men 
they must see 
to sell— 





use Mill & Factory 


ONE BASIC JOB your advertising must do— 
whatever other objective it may have —is to keep 
your sales story before the men of many titles 


your salesmen must see. to sell. 


ONE BASIC MAGAZINE, MILL & FACTORY, is 
specifically designed to do this job for you— 
because MILL & FAcToRY is the only publication 
that builds its circulation throughout industry the 
same way you build your customer and prospect 
lists... through the personal sales calls of industrial 
salesmen ... 1645 of them! 


NO OTHER MAGAZINE does the same job. Ivor 


no other one publication* reaches more than a 


duplicatior 


small percentage of MILL & FACTORY’s readers. 


MILL & Factory claims no monopoly of top-grade 
MILL & FACTORY is the only publi- 
cation specifically designed to deliver your adver- 


readers. But 


tising to the men of many titles vour salesmen see 


to sell. 





Mills Factory 


a CONOVER MAST PUBLICATION 


show that 18% is the 


betiween MILL & FACTORY anc 


ving publications: 


7 


84% 93% 


of MILL & FACTORY 
readers do not 
eceive FACTORY 


of MILL & FACTORY 
readers do 
receive MACHINERY 


not 
receive PLANT 


ENGINEERING 


of MILL & FACTORY 
readers do not 


In contrast to MILL & FACTORY’s high per- 
centage of unduplicated readersnip, the 
McGraw-Hill 18-company survey shows 


56% 


of the readers of the No. | Business 
Paper do not receive the 2nd paper 
an average for 9 fields studied) 


84% 


of MILL & FACTORY 
readers do not 
receive AMERICAN 

MACHINIST 


93% 


of MILL & FACTORY 

renders do not 

receive MODERN 
NDUSTRY 





